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L. A. Agency Sues 
Ex-Employe Patton 
for Taking Accounts 


Los ANGELES, Aug. 6—George 
Patton, of George Patton Inc., Bev- 
erly Hills advertising agency, was 
yesterday served with papers in a 
suit for $121,000 filed by Roche- 
Eckhoff & Associates, for loss of 
revenue when Mr. Patton left the 
agency last fall taking three ac- 
counts with him to form his own 
agency. 

When Mr. Patton left Roche- 
Eckhoff Nov. 1 he took the ac- 
counts of Uhrich’s Serve Yourself 
gasoline stations, and James Ker- 
win Co., Raytheon distributor here. 
He had been account executive for 
these clients. According to Irving 
Eckhoff, he also announced at that 
time that he would take the ac- 
count of Dr. L. A. Brinkley. Brink- 
ley did follow him several months 
later. 


8 The suit was filed in the Los 
Angeles County superior court. 
Damages sought break down to 
$21,000 of gross commissions lost 
since Mr. Patton’s departure from 
the agency, and an estimated $100,- 
000 future damages resulting from 
continuing loss of the commissions 
from these accounts. 

Austin Clapp, attorney for 
Roche-Eckhoff, told AA that, al- 
though he could find no precedent 
in the advertising field for the 
suit, the principles involved are 
well established in other industries. 
Two basic points are made in the 
suit. 

The first, Mr. Clapp says, comes 
under the general heading of “un- 
fair competition.” He said it is an 
established principle that, in a case 
where a business acquires confi- 


The perfect band for your watch 
Ron Ses eat * 


“HADLEY 


i 


PICK YOUR OWN—Hadley Co., new sub- 

sidiary of Elgin National Watch Co., will 

run this page ad in Life on Nov. 14. It is 

the first full-page consumer magazine ad 
in Hadley’s history. 


dential information not available 
|/to anyone but an employe, it is 
junfair for the employe to leave 
that business and use the confi- 
| dential information in his own 
| business. 


8 Most common example of this 
type of unfair competition, he said, 
is found in route businesses where 
a driver is given the company’s 
lists to serve its customers. Mr. 
Clapp says the courts have held 
that such lists are trade secrets 
and cannot be used to the detri- 
ment of the employer, as would 
be the case if the driver took them 
and used them in the employ of 
another company. 

In the advertising business, he 
said, the parallel is the informa- 
tion that an agency must acquire 

(Continued on Page 63) 


‘Time Announces 


New Remote Control 
TV Camera Unveiled 


WasHINncToN, Aug. 7—Military 
experts and TV network officials 
had a chance today to examine a 
new remote control camera which 
enables TV to get into inaccessible 
places. 

Developed by General Precision 
Laboratory Inc., Pleasantville, 
N. Y., the new camera is expected 
to overcome some of the technical 
problems that complicate TV pro- 
gramming. 

Unlike previous remote control 
cameras which had only OCA lens 
setting and operated in a fixed 
position, the new camera swings 
right or left, tilts up and down and 
has four lenses. 

The camera is operated from 
positions as much as 1,000 ft. away. 

For network use the camera will 
be valuable in situations where 
the presence of a cameraman 
would be distracting. 

It can be installed in a strategic 
position at a convention or public 
event, and operate hour after hour 
and day after day from behind 
a bank of flowers or other decora- 
tions. It is expected to simplify the 
telecasting of panel discussions. 


The camera also has important 


military uses. 


8% Rate Boost 


‘Dun’s Review,’ ‘Better 
Living,’ ‘Your New Baby’ 
Also Announce Increases 


New York, Aug. 7—Time Inc. 
will announce next Monday that 
advertising rates for Time will be 
raised about 8%, effective with the 
Jan. 5, 1953, issue. At the same 
time, the circulation guarantee will 
be boosted to 1,700,000, an increase 
of 100,000. 

Under the new rate, a b&w page, 
one time, will cost $7,940, com- 
pared to the present cost of $7,350. 

Earlier in the week, Time Inc. 
announced rate increases on Time’s 
Canadian and Atlantic editions. 


@ Time’s Canadian edition will 
cost advertisers $1,000 (Canadian 
dollars) for a b&w page, compared 
to present cost of $900. The new 
“circulation range” will be 130,- 
000 to 140,000, and Time says the 
first half of 1952 showed the edi- 
tion with an estimated net paid 
circulation of 142,000. The increase 
is also effective with the Jan. 5 
issue, as is the Atlantic edition. 
Time’s Atlantic edition will 


boost a b&w page, one time, to 
$800 from its present $700, and 
the “circulation range” will be 60,- 
000 to 65,000. During the first half 
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All-Out Effort 


to Get All Out 
to Vote Opens 


| New York, Aug. 5—The Ameri- 
| can voter, passionate in convention 
| but passive at the polls, is the tar- 
| get this year for the most spectacu- 
| lar barrage of recent years. 
| Object: get out the vote. 
| Irem: Hallmark Greeting Cards 
| put on a drive in its own plants, 
and has 100% of its 2,500 employes 
registered to cast their ballots in 
the November elections. Further, 
Hallmark is using a trailer on its 
weekly TV show (Hallmark Sum- 
mer Theater, NBC-TV) to urge the 
public to take part in the election. 
And an original script, “21 Plus,” 
the story of a grandmother who 
never voted, was broadcast in July. 
J. C. Hall, president of the com- 
pany, got interested when he dis- 
covered that one of every three 
eligible voters in Kansas City 
didn’t register for the 1948 election. 
ITEM: Dog blankets with voting 
messages can be had for the asking 
from Gaines Division of General 
Foods Corp. in Kankakee, Ill. The 
dog food company has imprinted 
the blankets with the double mes- 
sage “Quit Yapping—Get Regis- 
tered and Vote!” and “Vote as You 
Dog-gone Please, But VOTE.” 


® Ir—EM: Willoughby’s, New York 


world’s largest, is offering a pam- 
phlet on “The Presidency of the | 
U.S.” to any visitor who asks for 
it, and using newspaper space to 
stress the fact that voting is im- 
portant, and that reading the pam- 
phlet (which is pure information) 
will help in making a voting de- 
cision. 

Irem: Advertising Federation of 
America called in the v.p.s of the 
AFA late in July to meet with Elon 
G. Borton, AFA president, and 

(Continued on Page 42) 
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CURIO COLLECTION—Libbey Glass divi- 
| sion of Owens-Illinois Glass Co., Toledo, 
| will run this page color ad in Life Nov. 3 
for its new Curio set of glasses. J. Walter | 

Thompson Co., New York, is the agency. 


New Vegetable Fat 
Desserts Compete 
with Ice Cream 


Cuicaco, Aug. 7—Butter, already 
in a battle with margarine, may 
be in for another tussle with vege- 
table fat. 

The battle line this time is being 
|drawn up around ice cream, a 
dairy product which has enjoyed 
sensational sales increases during 
{the past 10 years. Ice cream has 
therefore become an important end 
|product for butter producers. 

Now, from Texas, comes a prod- 
|uct which substitutes vegetable fat 
for butter fat, looks like ice cream 
land costs less. It even comes in 
different flavors. 


| 


|@ Cottonseed producers in Texas 
| were the first to benefit from the 
new product, which has since 
spread to St. Louis and is now 
making its debut in Chicago. 
The marketers of the new prod- 
uct—which has no one name—are 
the dairy companies which make 
(Continued on Page 67) 
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Last Minute News Flashes 


Brewing Corp. Sets $200,000 Campaign on WABD 


New York, Aug. 8—Beginning Aug. 25, Brewing Corp. of America 
will launch a $200,000 52-week spot campaign over WABD, key Du- 


Label beer will be pushed through a series of five to ten second evening 
news bulletins and weather forecasts. This campaign, through Benton 
& Bowles, is the latest move in the company’s expansion program (AA, 


New Hemingway Novel to Run in ‘Life’ 


New York, Aug. 8—Ernest Hemingway’s new novel, “The Old Man 


Carling’s Red Cap ale and Black 


and the Sea,” will run in its entirety in the Sept. 1 issue of Life, the 
30,000 words occupying some 22 pages, marking a new departure for | 
the picture magazine. It will be published by Scribner’s Sept. 8 and 


will be half of the Book-of-the-Month Club’s 


September selection. 


| Among the complications: P. Ballantine & Sons had one of its author 
series scheduled for Sept. 8 Life, this one featuring Hemingway, and 
hoped to transfer it to the Sept. 1 issue. At press time Life would not 


make the switch. 


New York, Aug. 8—William N. 
with Free & Peters, radio and TV 


Davidson to Head NBC’s Radio Spot Sales 


Davidson, for the past three years 
representative, has been appointed 


national sales manager of the radio spot sales department of National 


Broadcasting Co. 


B&B V. P. Appointment Goes to O’Brien 
New York, Aug. 8—Russell O’Brien, account supervisor at Benton 
& Bowles, has been named a v.p. of the agency. 


(Additional News Flashes on Page 67) 
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Woolworth Will 
Distribute New 
‘Today's Family’ 


Ideal Is Publisher; 
J. C. Penney Has Been 
Invited to Sell It, Too 


New York, Aug. 8—A _ 10¢ 
monthly called Today’s Family will 
jbo published by Ideal Publishing 
|Corp. and distributed by all stores 
|of the F. W. Woolworth Co, begin- 
ning in January. 

AA learned today that Ideal and 
Woolworth have invited the J. C. 
Penney Co. to take part in the op- 
eration. W. M. Cotton, president of 
Ideal and publisher of the new 
magazine, said the guarantee 
would be 1,000,000 if Penney de- 
cides to distribute Today’s Family. 
If Woolworth is the sole distribu- 
tor the guarantee will be 750,000. 

Mr. Cotton said the advertising 
rate would be figured on the basis 
of $2.80 per thousand. 

The magazine will be offered to 
shoppers by means of racks spotted 
at high traffic sales counters. It 
will offer practical home service 
articles, emphasizing how-to-do 
features, Fiction by name authors 

(Continued on Page 67) 


Hudnut Will Shift 
Soon from Attack 


on Non-Neutralizers 


New York, Aug. 7—That Hud- 
nut home permanent copy which 
caused the Toni Co. to file legal 
action with the Federal Trade 
Commission will be repeated this 
Sunday. The ad, a full page in 
some 72 newspapers, said women 
who use non-neutralizing home 
permanents might lose their hair 
(AA, Aug. 4). 

Three newspapers declined to 
carry the Hudnut ad, including the 
New York Times and Baltimore 
Sun. The company denied a re- 
port that a “raft of others” had 
refused to run the copy. 

The biggest-selling non-neutral- 
izing home permanents are Toni’s 


| Prom and Lever’s Shadow Wave. 


A spokesman for Hudnut said 
that, after the controversial copy 
runs again Sunday, the campaign 
will be modified to the extent that 
it will affirmatively stress “the 
need for prompt and thorough neu- 
tralization” of the hair. 


s He said that the copy modifica- 
tion was according to plan and 
did not represent any retreat in the 
face of the Toni protest and its ap- 
peal to the Federal Trade Com- 
mission. He said the campaign was 
planned to kick off strongly, tell- 
ing about difference in non-neu- 
tralizing products. Then, he con- 
tinued, the plan called for a 
switch, “after blasting the way,” 
to explaining the story of neutral- 
ization. 

The Hudnut man also said the 
first ad is bringing “good results” 
saleswise. It made women neutral- 


| izer-conscious, he told AA. 


x, a iy aa oo) ree hh sae Dis. “4 pe gap. Soiled © een ee ORC r oe tae de ee { aay Tied. a Re OP ae figs 
; ‘ a ast walt ag 4 = Ae en Pease, bee : REED bas . 7 < Peeks ; 
Lame ie! an. Gee Fe ae oe is ies eS Be a ns ae ot een Soa as Bo Sa é: 
% c- imo ae Muaientay © eri iene) Re to \ ae ine oe ie cairn Ns: Pate oe BS op aie. Le f 5 
; ae Pega Bich rion pase ent ‘ ae lage ps ve Bee Soe aie Ce ge Be, 5 em ss ae as er ae as _ oa : : 3 ee pyc: “3 Somes 2 ee a Oe: 
ese Sa es : 
EN 
ot 
| : a 
Fi 
te 2 : 
Mi : 
ee | 
faa a - 
S | " Pikte neal 
F % ey . mee z 71 3 
Fei \. % a % , a a ™~ A479 
sy ™! fa ty ae tee See) 
. af P *) P 4 2 
a NN RRELS » T : a | 
4 : f i 
: nw YF —~ ra on : 
x at t vous waren hit . wu a No A 
: : j i} tS - | 
é, . mene oe Ht if —, > x| 
i hh ’ 4 os 3 ; 
’ : o a Si ~ | 3 
| _ < . 5 
; i : ry tat : : 
é ¥ 3 , 8 
: 8 ] 3 
7 : 
i ‘ 5 
g = 4 NM 
E 
; j Es 
Ps e 
; Pas 
i. ee 
i i 
‘ pe 
5g i 
= . 
- ; 
SE : 
: 
ne 
— a SS _] os 
4 es 
2 Po po 2 
“ae 
a 
onesies : — 3 
3 ee | 4 
a 
Bo 
PO 
eat _ $$ s 
3 
: 
+ 7 : 
ne s 
a 
5 pd % 
ee i 4 
2 ee = 
y ? 
zs is 
. Bi 
a a 
me a 
# po Po 
= 
" 
te ee : 
oo 
: 4 _ — catia = an ai 
ee f z Nie J gee 7A j y =, 
SS Ws 1 a ek Mi a 2 ae a See ee vee? Bie. 


A sae 


Noxzema Ads Follow the Sun, Bring 
Healthy ‘51 Sales Total: $6,600,000 


By Charles Downes 

New York, Aug. 5—Back in the 
fall of 1924 a young and somewhat 
bashful junior account executive 
of Ruthrauff & Ryan went to Balti- 
more to solicit the Noxzema ac- 
count. The young man was pinch- 
hitting for the agency’s new busi- 
ness executive, who had been un- 
able to make the trip because of 
illness. 

In those days, Noxzema’s adver- 
tising budget was only $25,000. 
This was spent entirely in local 
newspapers in the Baltimore area 
with a few additional ads run 
locally in Washington, Philadel- 
phia and Wilmington. 

The company’s factory was in a 
small, two-story dwelling at 102 
Lafayette Ave. The front office 
was in the parlor. The factory was 
in the dining room, and the kitchen 
was the shipping room. 


@ Despite the smallness and local 
character of the account, and his 
own timidity and lack of experi- 
ence, Raymond 
F. Sullivan got 
the business he 
went after. 

It turned out to 
be a pretty lu- 
crative business, 
too. Noxzema 
‘sales, $6,600,000 
in 1951, are ex- 
pected to top $7,- 
000,000 this year. 
Noxzema adver- 
tising, which 
Bo profitably along with the 


Roymond F. Sullivan 


n, is now backed by a $2,000,000 
dget. 
» Mr. Sullivan, now president of 
liivan, Stauffer, Colwell & 


Bayles, has been associated with 
Noxzema since that first trip to 
Baltimore in 1924. He has handled 
and supervised the creative work 
behind Noxzema advertising dur- 
ing all of the intervening years 

As a result of that virtually 
chance visit to Baltimore 28 years} 
ago, Mr. Sullivan became a close | 
friend of Dr. George A. Bunting, 
originator of the Noxzema formula 
and founder of the Noxzema 
Chemical Co.; he became a stock- 
holder and a director of the com- 
pany, and he has helped to make 
advertising history. 


s Mr. Sullivan insists that Ruth- 
rauff & Ryan would have gotten 
the Noxzema account in 1924 no 
matter who had made the Balti- 
more trip because Dr. Bunting was 
already sold on R&R’s mail order 
department. 

| “In the early days,” Mr. Sulli- 
van told AA, “Noxzema, like many 
drug companies, was pretty much 
{of a one-man operation. From an 
| advertising viewpoint there was a 
rather extraordinary advertiser- 
agency relationship between Dr. 
Bunting and me. 

“He would set a goal for each 
|year in terms of territorial expan- 
sion or profit, and then would give 
me unqualified powers of opera- 
tion within the limits of that ob- 
jective. He never okayed adver- 
tisements or budgets. The agency 
had to assume the responsibility 
and keep itself and its advertising 
program elastic enough to insure 
the desired profit. 


@ “To operate intelligently,” Mr. 
Sullivan said, “I had duplicate 
(Continued on Page 64) 


Writers Guild and 
TV Producers Can't 
Agree on Contract 


* Ho.tywoop, Aug. 5-—The Screen 
Writers Guild has terminated five 
Months of contract negotiations 
with the Alliance of TV Film Pro- 
dacers, and notified all writers 
ROt to conclude any deal with Alli- 


Sa@fce members that might conflict|and the cities of Lima, O., and 


with a strike call. 

The principal snag in the nego- 
tiations was the insistence of the 
Guild on a minimum advance pay- 
ment to writers against a per- 
centage of the gross. The Guild 
says such a schedule can be so 
estimated as to insure a return to 


|P&G Tests Zest, 
‘New Synthetic Bar 


CINCINNATI, Aug. 6—Procter & 
Gamble Co. is testing a new syn- 
thetic toilet bar called Zest in four 
markets. 

The new “beauty bar” was first 
[tntretinced in this city during the 
| week of July 21, and hit the Wichi- 
|ta and Hutchinson area in Kansas, 


Portland, Me., the following week. 
Radio spots and newspapers are 

|being used in all four markets, 

and TV spots are being used wher- 

ever available. 

Benton & Bowles, New York, is 

|handling the new product. 


the producer of his negative cost| Package Masters to Copeland 
before any further money accrues | Package Masters Inc., Chicago, 
to the writer. ; | maker of Shirt Pax, Sportfolio, 

The Guild also takes the posi- | Masterette fiber board hangers and 
tion that only exclusive TV rights other packaging items for the dry 
should be bargained for, and these |cleaning and laundry trade, has 


on a seven-year lease basis. All 
other rights would remain the 
property of the author. 

The Alliance holds to the posi- 
tion of repayment to writers for 
reuse of material, but not for each 
reuse. Repayment would apply to 
reuse only after a specified number 
of showings and/or after certain 
time periods 

SWG has asked the Authors 
League of America to restrain its 
writer members from dealing with 
the Alliance. 


Pruae Board Appoints Scott 
Frank Scott, formerly sales pro- 
motion manager for Rosenberg 
Bros. & Co., San Francisco, has 
been named grower and trade re- 
lations representative for the Cali- 
fornia Prune Advisory Board. 


Cutlers to Howard Associates 

John Hull Cutlers Corp., Meri- 
den, Conn., has named Lloyd S. 
Howard Associates, New York, to 
handle its advertising. 


named Allan J. Copeland Adver- 
tising, Chicago, to handle its ad- 
vertising. Business publications 
and direct mail will be used. 


Adams Heads Doman PR, Ads 


Claude D. Adams has been ap- 
pointed public relations and ad- 
vertising director of Doman Heli- 
copters Inc., Danbury, Conn. Mr. 
|Adams has been associated with 
ithe helicopter industry in both 
public relations and sales for many 
years. 


_— . 
HEAT WAS TOO MUCH—When the ther ter hit 104 deg in Little Rock, the 
mechanism on this Servel thermometer sian went on the blink. The four-foot pointer 
on the huge sign started wavering crazily, so it was removed, and the following 
message appeared in its place: “Heat got me too! Back in two weeks.” 


Commercial Printers Told to Beware 
of ‘Volume Happy’ Plant Managers 


PORTLAND, OrE., Aug. 5—News-! form—there has been a let-down. 
papers, radio and television are However, except for a very few 
largely complements to commercial isolated instances, printers in this 
printing, not real competitors, ac- area have not succumbed to the 
cording to Glen W. Cruson, gen- urge to keep the plants busy at any 
eral manager of Oregon Printing cost.” 

Industry. The group’s 100 or more| A recent sales volume survey of 
members include all of the large plants affiliated with Oregon 
and most of the smaller commer- Printing Industry, both letterpress 
cial printing firms in the state. (and litho plants, indicates a rise 

“The destructive competition is of 23% in sales volume from 1947 
the plant manager who is ‘volume to the end of 1951. The year 1949 
happy’ at the expense of margin, was the only period in which sales 
the man who goes after the exist- volume dropped from the previous 
ing work on a price basis but who year’s level. 
never creates any new work,” Mr. 

Cruson stated. “That man sets the # “In 1947,” Mr. Cruson continued, 
pattern and too many printers fol-| “profits nationally before income 
low him, not realizing that they | taxes were 9.58% of sales. On $100 
are following a plant that is gradu- | of sales that was $9.58. Volume is 
ally going out of business. up 23% in Oregon, which pretty 

“The day of reckoning is not| well parallels the national trend. 
far distant for those commercial) Profits nationally are down to 
printers who are satisfied with, 7.18%—a 25% drop since 1947. 
anything less than adequate prof- Oregon printers’ profits have 
its based on standard accounting dropped even lower. On $123 of 
methods. sales volume at 7.18%, a profit of 

only $8.83 before taxes is realized 
reveals that business compared with $9.58 in 1947 on 
is running true to $100 of volume.” 


8 “Inquiry 
this summer 


and two desk sets. 
Aitkin-Kynett Co., Philadelphia, 
is the Esterbrook agency. 


Esterbrook Pen Co. 
Picks 13 Magazines 
Promotes Mouse Seed in Fall 


for Fall Camp aign Reardon Laboratories 


CAMDEN, N.J., Aug. 6—In one Inc., Port Chester, N. Y., is using 
of the company’s heaviest back- | national service magazines and 
to-school campaigns, Esterbrook | trade papers this fall to promote its 
Pen Co. this year will promote its rene a {a A 

: elaine : : erminator. m | 
se og age prea bet og points with saucer and Mouse Seed = “— 

: “os a ss need.” H. B. LeQuatte Inc. ew 

The campaign will begin in the | york, is the ae ‘ 
Sept. 8 Life with a _ full-color’ 
spread. The spread will be re-| Curtiss Promotes Keene 
peated in the Sept. 13 issues of | Spencer Curtiss Inc., Indianapo- 
Collier’s and The Saturday Eve-)lis agency, has elected Kenneth E. 


ning Post and the September issue | Keene v.p. and general manager. 


_HOBM Is Volunteer Agency | 

Hewitt, Ogilvy, Benson & Math-| 
er, New York, will serve as volun- 
teer agency on Brand Names Foun- 
dation’s 1953 advertising program. 
HOBM succeeds Warwick & Leg- 
ler. 


Nelson Heads Lanston 


Robert F. Nelson, executive v.p. 
of American Type Founders, Eliz- 
abeth, N. J., has been elected pres- 
ident and general manager of Lan- 
ston Monotype Machine Corp., 


| Philadelphia. 


of American Magazine. |He has been with the agency since 


Two-color pages will then fol- 
low in Business Week, Collier’s, | 
SEP and Time through October | 
along with b&w pages in National | 
Geographic Magazine and Today’s | 
Secretary. 

s Supporting b&w space, some of | 
which is appearing in a pre-cam- 
paign push during August, is sched- 
uled in American Magazine, 
Grade Teacher, The Instructor, | 
Newsweek, Pathfinder, Scholastic | 
Magazine and Time. 

To help merchandise this cam- 
paign, Esterbrook has reprinted 
the color spread, added a flap to 
play up its desk and pen and pen-| 
cil sets, and sent the mailers to all 
of its retailers 

The spread headlines the com- 
pany’s slogan: “Choose the right 
point for the way you write.” Six- 
teen different points are repro- 


duced in full size, as are five dif- 
ferently colored pens, one pencil | 


1937 and has been v.p. and direc- 
tor since 1947. He recently re- 
turned from a year’s tour of duty 
as a lieutenant colonel with the 
Air Force in Korea. 


Paul Franke Agency Opens 

Paul Franke, with 23 years’ ex- 
perience in the advertising field 
in Houston, El Paso and Dallas, 
has opened his own agency, Paul 
Franke Advertising, at 1829 Cor- 
sicana St., Dallas. 


Froelich Joins Katz Agency 

Harold Froelich, formerly with 
KOTV, Tulsa, Okla., TV station, 
has joined the Katz Agency, sta- 
tion representative. Mr. Froelich 
=, work with the Detroit sales 
staff. 


Two Name Moore & Co. 

Underwood Laboratories, Green- 
wich, Conn., and the International 
Cut Stone and Quarrymen’s Assn., 
Indianapolis, have named Moore 
& Co., Greenwich, to handle their 
advertising. 
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TV Processing Lines 
Covered 33 Cities 
in Ist Month: FCC 


WASHINGTON, Aug. 7—The Fed- 
eral Communications Commission 
revealed today that its TV process- 
ing “lines” covered 33 cities during 
the first month since the TV freeze 
was listed. 

In all, the FCC “priority” list 
covers more than 1,250 cities. 

The commission granted permits 
for 21 stations in the continental 
U. S. during the month ef July, but 
subsequently suspended one of the 
permits pending further engineer- 
ing study. 

The number of TV permits was 
further increased today with an- 
nouncement of’a grant to Pursley 
Broadcasting Service for a station 
in Mobile, Ala. 

in addition to the grants for the 
continental U. S., FCC has ap- 
proved a permit for a station in 
Puerto Rico, and today granted the 
Hawaiian Broadcasting System a 
permit for Honolulu. 


s In processing applications, FCC 
starts with the largest communi- 
ties and works downward. One 
processing line is devoted to cities 
with no TV service. A second iine 
specializes in cities with limited 
service. 

Line “A,” dealing with cities that 
have no TV service, has studied 
Denver, Portland, Ore., Tampa- 
St. Petersburg, Youngstown, Wichi- 
ta, Flint, Spokane, Beaumont-Port 
Arthur, Duluth-Superior, Sacra- 
mento, Fort Wayne, Austin, Chat- 
tanooga, El Paso, Mobile and 
Evansville. Where there were no 
conflicts, permits have been 
granted, In the event of conflict 
for a channel, the processing offi- 
cers schedule the conflicting ap- 
plications for hearings before ex- 
aminers. 


s Line “B,” which is considering 
communities which are depending 
on neighboring cities for TV serv- 
ice, has examined Bridgeport, Can- 
ton, Fall River, Reading, New Bed- 
ford, Allentown, Waterbury, Har- 
risburg, Racine, Kenosha, Jackson, 
New Castle, Battle Creek, Ander- 
son, Ind., Meriden, Conn., High 
Point, N. C., and Portsmouth, O. 

FCC’s tally shows that applica- 
tions have been received from al- 
most every unserved community 
of 30,000 persons or more. More 
than 800 applications are now on 
hand. 


WGN Food Accounts 
Get IGA Stores’ 
Merchandising Aid 


Cuicaco, Aug. 6—An indication 
of the growing trend toward the 
use of merchandising services in 
the radio broadcasting field was 
the announcement this week by 
Station WGN that it has signed a 
contract with Independent Grocers’ 
Alliance whereby grocery products 
advertised on the station will be 
featured in 1,369 stores in WGN’s 
listening area. 

The service includes featuring 
the advertised product for one 
week in all cooperating stores, 
either in preferred shelf position, 
with display, or dump display. 
Banners and shelf cards will be 
used as part of the display. IGA 
handbills and newspaper ads will 
also mention WGN advertised 
products. Use of advertisers’ point- 
of-sale materials, including dis- 
| plays featuring WGN personal- 
| ities, may also be used in IGA 
| stores. 
| An interesting feature of the 
service is that IGA national head- 
quarters will furnish WGN with 
a weekly spot check report on the 
number of stores participating and 
| products featured. 
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Tomorrow, Next Veer or Never 


~ 


~ STREET SCENE 


a 


Mepra of fell page cterrtunemems so 11M L mepacmn Aagee (8 Aid 


FOR CIVIL DEFENSE—The Edwards Co., 

Norwalk, Conn., will run this page ad in 

Time on Aug. 18 stressing the importance 

of warning horns for civil defense. Hum- 

phrey, Alley & Richards, Boston, is the 
agency. 


National Sales 
Execs Puts Out 
Planning Guide 


New York, Aug. 6—National 
Sales Executives has published a 
manual-workbook “as a guide to 
better planning for manufacturing, 
distributing, retailing and com- 
munity executives.” 

NSE issued the guide in the be- 
lief that the “surest way to insure 
our economic future is to keep the 
distribution stream flowing, 
from stagnant pools of inventories, 
shutdowns and other obstructions.” 

The manual, titled “NSE Plan- 
ning Guide for Competitive Mar- 
kets,” implements a recommenda- 
tion made by Charles Sawyer, Sec- 
retary of Commerce, that a study 
be made of business and employ- 
ment prospects following the peak 
defense buildup. 

According to F. J. Solon, v.p. of 
Owens-Illinois Glass Co., and 
chairman of NSE’s advisory plan- 
ning committee, the manual “is a 
workbook which will spotlight 
problems in each sector, help de- 


free 


Strang & Prosser 
in Seattle Bought 
by Ruthrauff & Ryan 


Cuicaco, Aug. 6—Strang & Pros- 
ser Advertising Agency, 40-year- 
old Seattle agency, has become 

part of Ruthrauff & Ryan Inc. Ac- 
quisition of the Pacific Northwest 
agency was announced here yes- 
jterday by R&R. 

R&R, which has an office in Se- 
attle, said the entire executive and 
creative staffs of both agencies will 
be retained. The merger probably 
makes R&R the largest agency in 
the state and provides the basis for 
going after new business. 

Strang & Prosser stuck a feather 
in its cap early this year by land- 
ing the Seattle First National Bank 
account in a city-wide competi- 
tion. The bank bills about $200,000 
a year and this lifted Strang & 
Prosser into the $500,000-a-year 
| class. 

Other S&P accounts are: Puget 
Sound Power & Light Co., Chas. H. 
Lilly Co., Washington Van Lines, 
| Foster & Marshall, Pacific North- 

west Co., and Northern Pacific 
Railway (regional public relations 
jonly). 

This is the second regional ac- 
| quisition by R&R in six months. 
|Last February it bought the Chi- 
cago and Minneapolis business of 
Melamed-Hobbs Inc. 


| plans. 
| “6. Sales and civic programs as 
| developed should be presented and 
| put into action and permanent 
| committees or offices in charge of 
| specialists established to carry out 
the continuing study of the future.” 
The new manual, according to 
Mr. Sclon, can serve as a guide 
not only to planning, but also to 
create confidence by marking out 
the road ahead. 


s “For the first time,” he says, “all 
economists agree the basic key to 
our future is not how much can 
}be produced, but how much can 
|be sold; that is, used and con- 
| sumed. Sales and planning for 
/more sales become the vital factor 
for the future not only of consum- 
jer goods, but also—because the 
| volume of capital outlays for plant 
and new equipment has been found 
to correlate directly with products’ 
sales and company profits—be- 
|come indispensable for prosperity.” 


velop plans that can be ‘cross-| 


pollinated’ in meetings and put into 
action so that our expanded pro- 
duction facilities may continue to 
produce an unprecedented supply 
of goods and services.” 


s Various methods are shown to 
enable the business executive to 
correlate his company’s sales with 
general business activity and make 
his own projections in line with 
periodic forecasts prepared by out- 
standing economists. 

Six specific steps are recom- 
mended for using the manual: 

“1. To use it for greatest results 
executives should set up individual 
groups of associates or of members 
from similar companies or of in- 
dividuals of like interests from 
varied companies. 

“2. Parts of the manual can be 
taken piece by piece and questions 
assigned for study and discussion 
at periodic group sessions. 

“3. All executives in a company 
or a citizens committee in a com- 
munity should be furnished with 
copies for study. 


s “4. Series of meetings should be 
set up on a regular basis for group 
discussions as a means of planning 
ahead to avoid unemployment and 
to prevent widespread doubt and 
panic on the part of any segment 
of the business or community life. 

“5. Problems should be broken 
down into individual components 
as facts and estimates of future 
sales give outlines of well-rounded 


13 Magazines Will 
Run Oneida Silver 
Ads in Fall Drive 


Onewa, N. Y., Aug. 5—A full- 
color page and three b&w half- 
pages will be used by Oneida Ltd. 
this fall in Life to push sales of 
|its 1881 Rogers silverplate. The 
ads will feature the Enchantment 
pattern introduced last spring. 

For its Heirloom sterling, Oneida 
plans four-color pages in 12 mag- 
|azines, including American Home, 
| Bride’s Magazine, Charm, Glam- 
jour, Guide for Brides, Harper's 
| Bazaar, House & Garden, House 
Beautiful, Living for Young Home- 
|makers, Mademoiselle, Modern 
|Bride and Vogue. 
| The series will be capped by a 
Christmas page showing all four 
Heirloom patterns, including the 
| newest, Stanton Hall. 
| J. Walter Thompson Co., New 
| York, is the agency. 


| 
| WBZ, WBZ-TV Appoint Two 
Cecil L. Richards, formerly sales 
promotion manager for WBCC, 
Bethesda, Md., and sales manager 
for WGMS, Washington, has been 
named assistant promotion mana- 
ger for WBZ and WBZ-TV, Boston. 
Joseph P. Cullinane, previously 
with the Patriot Ledger, Quincy, 
Mass., the Boston Record, and the 
Standard Times, New Bedford, 
Mass., has been appointed publi- 
city director. 


—% 


£ 


| HUNGER HAVEN—Fifteen of these 32’ 
Richard’s signs will soon be appealing to 
| hungry motorists in eastern and midwest- 
ern areas. Interior lighted, the panel ap- 
pears as a solid luminous tower at night. 
| Signs Inc., Boston, constructed them. 


High Freight Rates 


Hurt Wholesalers, 


Publication Says 


New York, Aug. 5—Protesting 
against higher freight rates as like- 
ly to cause electrical wholesalers 
to lose business, Electrical Whole- 
saling asserts that freight charges 
in general have increased an 
average of 120% in the last seven 
years, and the cost of making small 
shipments has skyrocketed even 
more. 

“When the delivered price of 
well-engineered lighting fixtures 
becomes too high, because of trans- 
portation costs, both manufacturer 
and wholesaler suffer,” the maga- 
zine says. “Unlike other products, 
|lighting fixtures of a sort can be 
made in any _ hole-in-the-wall. 
They may be junk, but they can be 
sold at buyer-beware prices. 


s “In the face of higher transpor- 
tation costs,” the article continues, 
“there are three protections open 
to the electrical wholesaler: He 
| can handle as few lines as possible, 
| carry as nearly a full line of stock 
as he can to avoid shipping charges, 
and he can order replacements in 
large quantities to avoid paying 
for more weight than is shipped 
under minimum charge regula- 
tions. 

“These are immediate aids,” 
Electrical Wholesaling concludes, 
“but beyond them is the job of 
educating the people who establish 
freight rates on what the rise in 
| transportation costs is doing to the 
wholesaler and his supplier in sup- 
plying quality goods at lowest cost 
to consumer.” 


Marsteller Co. Changes Name 

Marsteller Co., Chicago and 
Pittsburgh marketing consultant, 
| has changed its name to Marstel- 
ler Research Inc. in order “to clar- 
|ify the function of the firm and 
to eliminate any confusion be- 
| tween it and Marsteller, Gebhardt 
|& Reed,” the agency. W. A. Mar- 
steller is president of both com- 
|panies. Both companies have 
moved to the same address in Chi- 
cago at 185 N. Wabash Ave. 


Reed Named Bolsey PR Head 


Ellis Emmons Reed has been 
| named public relations director of 
Bolsey Corp. of America and Bol- 
sey Research & Development Corp., 
|New York, manufacturer of cam- 
eras and photographic equipment. 
He previously was with the Na- 
tional Management Council, con- 
sultant to the United Nations Eco- 
nomic & Social Council, and was 
secretary of the Wallace Clark 
Award Board. 


Spalding Named Editor 

Lewis A. Spalding, an advertis- 
ing-editorial executive with the 
company since 1945, has been 


named editor and v.p. of Boys’ 
Outfitter and One-to-Sixz, New 
| York. 


Margarine Sales Climb 30% in N. Y.; 
In Oregon It Now Outsells Butter 


New York, Aug. 5—In the first 
month since yellow margarine was 
introduced into this state, sales of 
the product have increased con- 
siderably but are still far removed 
from some of the more optimistic 
predictions. 

According to a statewide survey 
by Supermarket News, retail vol- 
ume in margarine is currently 30% 
higher than it was before July 1 
when the yellow oleo ban was lift- 
ed. 

Deal offerings by the various 
|manufacturers, as reported last 
jmonth in AA, spurred sales as 
'high as three times the former 
level, chain and independent oper- 
ators reported, but they have since 
| dropped considerably. 


s Despite the influx of yellow 
margarine with its average 30¢ 
selling price, the normal seasonal 
buying pattern for butter, now 
selling for around 85¢, remains un- 
changed, the survey found. 
Merchants generally agreed that 
the Kraft offer of a second pound 
of Parkay margarine for 1¢ (AA, 
June 30) was getting the best con- 
sumer response, the report said. 
Many retailers said the Best Foods 


purchase of the company’s Hell- 
mann’s mayonnaise) 
good response, especially in the 
metropolitan area. 

Increase in margarine sales was 
not as heavy upstate, an area that 
normally consumes more marga- 
rine. 


@ Elsewhere this week, optimistic 
|reports were published saying that 
\if the present trend for bread- 
| spread products continues, mar- 
garine may be in the lead in two 
years. Sales in 1940 were 332,000,- 
| 000 lbs. Last year producers sold 
j}over one billion Ibs. Butter 

consumption in 1951 is listed as 1.4 
| billion Ibs. 


offer on Nucoa (10¢ off toward the | 


was getting) 


|! PortLanp, Ore., Aug. 5—Coi- 
ored margarine became a year 
old in Oregon on Aug. 1. Since 


its sales became legal, margarine 
has been outselling butter at the 
rate of 50 !bs. to one in some stores, 
up to 100 to one in others. No sur- 
veys on its consumption have been 
completed but it is estimated that 
the per capita consumption of mar- 
garine has risen from approxi- 
mately 7 lbs. a year in Oregon to 
between 11% and 13 Ibs. 

Butter, on the other hand, has 
dropped in Oregon to an estimated 
consumption of 7% lbs. per capita. 


8 National figures on consumption 
of butter and margarine show a 
high for butter consumption in 
1942 of 19.6 lbs. per capita. By 
1951 this had dropped to 9.7 Ibs. 
Butter production is down nation- 
ally 4% for the year ending June 
30, 1952, according to the U. S. 
Department of Agriculture crop 
reporting service. Oregon, for the 
same period compared with last 
year, is down 9%. For the six- 
month period ending June 30, Ore- 
gon is down 4%, California 38% 
and Washington State has held its 
own. 

Per capita consumption of ma 
garine, nationwise, in 1949 w 
5.7 lbs. In three years, the natio 
al average has risen to 6.7 Ibs. 
| person per year. 
| Back in 1947-48, only 11.8% 
the margarine produced in the n 
|tion was colored. The followi 
| year it had risen to 44.5%. In 194 
| 50, more than half, or 54.8%, w 
| colored, and in 1950-51, more ‘th 
| 85% was colored. During the ye 
| which ended June 30, 1952, on 
5.3% of the margarine produc 
in this country was uncolored. 


® The current consumption 

margarine and butter combined 

now less than the consumption 
(Continued on Page 6) 


| ABP to Publish Merchan 


Grant Names Mulock Copy 
Chiet on Dodge Account 


E. McCord Mulock Jr., for 16 
years copywriter and associate 
copy director at Campbell-Ewald 
| Co., Detroit, has 
| been named copy 
ichief on the 
Dodge passenger 
car account for 
Grant Advertis- 
ing, Detroit. 

With him are 
three assistants: 
Robert C. Mack, 
formerly with 
Kenyon & Eck- 
hardt on the 
Chrysler account; 
Spencer D. 
Brown, previously with Campbell- 
Ewald, and Robert M. Fitzgibbons, 
who was with Ross Roy Inc. 


E. M. Mulock Jr. 


Consolidated Television, 
Fairbanks Join for Sales 


Consolidated Television Sales, 
Hollywood, a Los Angeles Times 
interest, has joined with the dis- 
tribution branch of Jerry Fair- 
lbanks Inc., Hollywood television 
|film producer, to form an enlarged 
jnational sales-distribution organi- 
zation. 

Consolidated Television Sales 
will offer television film producers 
complete national coverage for spot 
and regional sales and distribution. 
The new organization has offices 
in New York, Chicago, Philadel- 
phia, Cincinnati, Dallas, Atlanta 
and Los Angeles. 


Avery Joins McCann in L.A. 

Byron Avery, formerly with the 
Hollywood office of Ross Roy Inc., 
has been named an account execu- 
tive in the Los Angeles office of 
McCann-Erickson. He will work 
on the Chrysler Dealers of South- 
ern California account. 


dising Paper Study 


NEw York, Aug. 5—The fir 
project of the new merchandisi 
papers committee of Associat 
Business Publications will be t 
publication of a current study 
retailer-subscribers to the 40 mer- 
chandising papers in the ABP 
group. 

B The brochure, to be released in 
September, will chart retailers’ 
opinions on the helpfulness and ef- 
fectiveness of merchandising pa- 
pers and the advertising they 
carry. 

The new committee is headed by 
Leo Williams, advertising man- 
ager of Retailing Daily. 
| 
@ Members of the committee include: 

Clifford S. Bailey, publisher, Motor; 
Sol K. Dickstein, promotion manager 
Haire Publishing Co.; Ralph Friedman, 
secretary, Chain Store Age: Everett Gel- 
| lert, publisher, Photo Dealer; Harry C 
| Hahn, sales manager, Electrical Merchan- 
dising; K. Kemper, New York advertis- 
ing manager, Billboard; Jack Koellisch 


American 

ucts aon ne ee 
— Ed Kruspak, adve 

utomotive News; Da 
motion manager, Publishers meee 
Robert M. Price, New York advertising 
tan Mewes ns & Refrigera- 
(8; elma Py > 

Lingerie Merchandising; Herbert %y' 
Rosenthal, business manager, Lamp Joy : 
nal; Hugh Ward, advertising desocten. 
Geyer Publications; John Wheian inte 
ness manager, Haire Publishing Co pre 
Charles E Whitney, publisher, Interiors. 


rtising manager, 


Allman Adds Trucking Assn. 


Allman Co., Detroit has 
named to handle edvertiding an 
public relations for the Michigan 
Trucking Assn. William w. Johns- 
ton, previously with Marschalk & 


Pratt; Brooke, Smith, Frenc 
Dorrance, and Stev a —— * 
sociates, all Seiannagan As- 


SOC of New Y 
joined the agency. rk 


the MTA account. 


has 


He will handle 
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‘Schiitz’ Mr. Self 


Doesn’t Tell Why 
He Dropped Burnett 


Cuicaco, Aug. 7—Eyebrows 
were raised here again last week 
when Schlitz moved its $3,000,000 
print and outdoor account from 
Leo Burnett Co. to Lennen & 
Mitchell, which already handles its 
radio-TV business (AA, Aug. 4). 

Motives behind the shift were 
as mysterious as when Schlitz an- 
nouriced four months ago it had 
taken its account from Young & 
Rubicam (AA, March 3) and split 
it among three agencies: Leo Bur- 
nett Co., Lennen & Mitchell and 
Irwin Viadimir & Co. (export), 
effective June 1. Under Y&R, 
which had the account five years, 
Schlitz had taken the lead in the 
beer market. Ad billings for 1951 
were said to be about $7,000,000. 

The word at that time 
Edwin B. Self, who had been called 
out of retirement to fill in the ad 


was that| 


Rosenak when he went to Blatz, 
didn't think Y&R was doing a very 
good job. 


® According to the story here, Leo 
Burnett got the account when Mr. 
Self called up one day and asked 
if the agency would like to have 
it. Burnett had to make no presen- 
tations or bids 

The account was lost as abrupt- 
ly as it was gained. And Burnett 
is as much in the dark as anyone. 
Its executives refuse to comment 
on the change. Mr. Self has given 
no reason for the change 

One of the reasons for the 
breakup with Y&R, apparently, was 
that the agency didn't like the slo- 
gan “If you like beer, you'll like 
Schlitz,” which is said to be Mr. 
Self’s baby. 

Meanwhile, Lennen & Mitchell, 
probably just as surprised as any- 
one at the change, is sitting with 
a $7,000,000 plum now that it has 
added the billings for Schlitz 
newspaper, magazine, trade pub- 
lication and outdoor advertising to 


manager's job vacated by Ted the $4,000,000 radio-TV prize 


dropped in its 
year. 

This lush treasure may be worth 
more soon, too. Schlitz has just 
announced that it will build a new 
brewery on the West Coast. A 35- 


San Fernando Valley has been ac- 
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“pues “= “* Highlights of the Week’s News 


The American spublic is the target for one of the biggest all-out pro- 
motional barrages as crvic groups and industry begin firing their 
big guns in the Get Out the Vote campaigns ................ Page 1 

acre tract near Van Nuys in the Hudnut will modify its ads saying women who use non-neutralizing 


home permanents might lose their hair 


patentee. «lc. sinlnind dadaaee Page 1 


quired, and an initial expenditure Noxzema ads follow the sun to track down $6,600,000 worth of business 


of about $20,000,000 is being 
poured into the project. The plant 
will have an annual capacity of 
1,000,000 barrels. 


® The brewer also is investing 
something like $50,000,000 in its 
main operation in Milwaukee and 
expects the addition of the 1,000,- 
000 barrel output here along with 
the increase on the West Coast to 
bring its annual production level to 
7,000,000 barrels. The company al- 
so has a plant in Brooklyn, which 
it acquired in 1949. 

Erwin C. Uihlein, Schlitz presi- 
dent, explained the West Coast 
construction as being due to “vast 
growth and development there 
and continuing increases in freight 
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How to watch a (393; KING 


| MERCHANDISING CIRCUS 


and never miss a thing! 


If your product is sold through retail 
stores the bulk of its sales must neces- 
sarily be in the 1,393 cities in which daily 
newspapers are published. 


certifying 


There is wide variation in the merchan- 
dising situation in many of these cities . . . 
different merchants with different compet- 
itihe attitudes...varying advertising intensity 
in behalf of other brands... 
demand and variable brand acceptance in 
trade areas. 


18 pages 


variable consumer make 


ACB Research Reports enable a mer- 
chandiser to determine many of the 
variables in each market—to exploit the 
strength and bolster the weakness that 
his brand may have. All or any part of 
the 1,393 cities can be covered and each 
market can then be individual 
attention necessary to best results. 


given the 


ACB Research Reports are always made 79 Madison 


to the users own specifications as to 
territory covered — data contained — fre- 
They tell what advertising 
is running in each city on your brand or - 
competitive brands. From this informa- The 
tion important decisions can be made on 
sales and advertising strategy. 


quency, ete. 


Still other ACB Services are available 
to give visual sales tools to salesmen... 


to scout new developments . . . advertised 


price reports . . 
services on cooperative 


estimating same. 
of all daily and Sunday newspapers. The 
state breakdown of 1,7 
is reprinted from recent U.S, trade census. 
Send for your free copy today! 


CB reads every advertisement in every daily newspaper 


ACB SERVICE OFFICES 


. special auditing and 
adver- 


tising campaigns and many others. 


Send for ACB’s 
Tell-All Catalog... 


It’s brand new from cover to cover— 


and as complete as we could 
it. Describes fully each of the 14 
ACB services. Gives many case histories. 
Gives cost of each service or method of 


Has complete directory 


69,510 retail stores 


Ave. New York 16 


18S. Michigan Ave. « Chicago 3 

20 South Third St. C ‘olumbus 13 
161 Jefferson Ave. « Memphis 3 

51 First St. + San Francisco 5 


ADVERTISING 
CHECKING BUREAU 


La ee 


in 1951 


. Raymond F. Sullivan, president of Sullivan, Stauffer, Col- 


well & Bayles, Noxzema’s agency, tells how a $25,000 ad budget in 


1924 grew into $2,000,000 ....... 


Evidently Oneida Ltd. considers 13 is a lucky number, having sched- 
uled that many magazines to promote its 1881 Rogers silverplate 


and its Heirloom sterling this fall 
Westinghouse’s dryer with a musical gadget that warbles 


ido is sentinels metho eee eel Page 3 
“How Dry 


I Am” when its work is done saddens AA’s editor, who finds that so 


many 


“improvements” are flights from reality 


Here’s something for the media man. The Broadcast Advertising Bu- 
reau reports that 27,500,000 autos have radios. V.P. Kevin B. Sweeney 


calls it a new ad medium worth $125,000,000 


pieieath aon colcnts Page 28 


The outdoor industry spends $40,000,000 annually to build and keep 
up its poster panels and painted bulletins, according to Engineering 


News-Record. 


ain atk ara Si aE RiRtela eae aoe Page 37 


What! Genuine Leather! The Creative Man takes a look at the Up- 
holstery Leather Group’s latest ad and deplores an attitude that 


brands man made products as bad taste 


A te ee Ey EE Page 54 


REGULAR FEATURES 


Adveriising Market Place ....40 


Along Media Path .......... 43 
Coming Conventions ......... 62 
Creative Man’s Cerner ....... 54 
Department Store Sales ...... 45 
I 0.2 Va niew Gtdlne a tad 12 
Employe Relations .......... 59 


| Eye and Ear Department ... .54 
Getting Personal 


Information for Advertisers .. .40 


Mail Order Clinic ........... 59 
GE ov dei wxwaoes 41, 42, 67 
Photographic Review ........ 60 
Preduction Tigs ............- 59 
ED Soccccvceidesses 12 
Salesense in Advertising ..... 58 


This Week in Washington ... .69 
Voice of the Advertiser 


Budd Co. Promotes Kowalski, 
| Crouse, Expands Sales Staff 
| Joseph A. Kowalski, president, 
has been promoted to the new post 
of board chairman of John Budd 
Co., publishers’ representative, and 
James A. Crouse, executive v.p., 


A. Crouse J. A. Kowalski 


James 


| has been elevated to president and 


| treasurer. Mr. Crouse, who will 
}make his headquarters in New 
| York, has been with Budd for 24 
years. 

Other executive changes include 


| director of Sargent & Co., 


the promotion of James J. Cooper, 
manager of the Chicago office, 
from v.p. to executive v.p. B. C. 
Anderson-Smith, manager of the 
Detroit office, has been elected a 
v.p. Kenneth R. Hannah, formerly 
assistant space buyer with a De- 
troit agency, has joined the Detroit 
office. Additions will be made to 
the Chicago and Dallas staffs soon. 


Sargent Promotes Two 

Roy G. Salaman, director of ad- 
vertising and sales promotion, has 
been promoted to merchandising 
hard- 
ware manufacturer, and Theodore 
Orban, advertising manager, has 
been advanced to succeed Mr. Sala- 
man. The new appointments, ac- 
cording to J. Bryer Duff, v.p. and 
general sales manager of the New 
Haven hardware concern, empha- 
size Sargent’s efforts to improve 
and expand its sales relationships 
throughout the hardware trade. 
Mr. Salaman has been with Sar- 
gent since 1916. Mr. Orban joined 
the company in 1946. 


RALEIGH, North Carolina 


| Practically One-Third of the 
1951 Automotive business in 
North Carolina was done in 
the prosperous 33 County 
“Golden Belt of the South” 


*(SM 5/10/52) 


You can do a real selling job in this 
active, growing area with The 
Raleigh News and Observer . . . the 
ONLY Morning-and-Sunday News- 
paper published in the ‘Golden Belt 
of the South.” 


Automotive Sales 


$185,302,000* 


31% of N. C. Total 


the Rabie 


ie and 
é Ober 


114,74] 


120,613 


{Publisher's Statement to ABC, 3/31/52) 


Rep: The Branham Company 


a e eC ee: wei ———_ = eee 
2 EB a ' oS ane y ig Sea ae an co 7 i. 
Be Sk Pel pe . : iota rf < a 5 > ) ie « ss. Pik eee Foe = 26 : ‘ heey ae me ee ape a xia cs Ae geen nae bast 
‘J Bi uale Vee 8. koe ae : : a‘ NEE Ses VN imag ) ee a ieee a eee ES ga 
8 ee bay é. ‘ ih ; “ : Bs ; y 2 5 ; : 4 g 1 “4 . . . te 16 i 
oo 
: a Be fs 
a 
5 es Page 2 - 
; _ = 
es Ge 
7 ' A - 
= . ee 
en rates : 
eae Po s 
4 | oo a ae ‘i | 
ee * | ie 
a +2 = —" “i 
oo ; : _ — — 
bs % - ae a % 
i 4 - 
ae C/ fey fii ae 
* . ; : * 2 c . ; = 
‘< | ® oS Ls > 4 
ee 1 WAAL 2 : ms 
- pO Y oy 
was) be : , af 
us avr ' ‘a aes 
oh 3 : ae -° | . 2 ; » et ‘ 
ay a ae . wT sf - 
fat ' >_ 4 : * y ‘= 
f= \ ; a 
—_ | . 
—s ras 
Os ; Me 
ee : 
ee q ; é 
y ee ‘ 
* ba g - th iH 7 ¥4 a : ents 
ay ae ; 3 earth tas te tie » 0% ee Bera 9 
ay —_ A 2 
E - ; . cree) mi 
ey hag Jes ae 
‘ i 
ha Re aed 2 
ay 35 Morning » 
E ! Sunday ee 
pe RALEIGH, N. C. eT 0 mmemeneeeens 4 


29th of a Series 


é 
en 


FOR | 
’/ MORE PROFITS... 
~ YOU MUST SELL, | 
TO THE PEOPLE 


CAN BUY..... 


Ce 


sci Pat 


hte: ts s 
Nae be 


wt 


ui 


“§ 


It’s rule of thumb that the mar 


with the most to spend is 


ae 5 best market... and the best place to do busin 
wt < In New York this best market is the Herald Tribu 
? : Quality Market —all customers and no wasté. 
f: It's an audience with high incomes — 66% 
4 over $5,000 a year!...95% have one or more 
& savings accounts..,60% are in business management 
| & ...and 49% own their own homes. The Herald 


Tribune Quality Market can afford to buy 
big, wants to buy big and does— FIVE BILLION 
DOLLARS BIG. Get details on the market 


where you can sell at a profit — today! 


NEW YORK 


Herald Tribune 


230 West 41st Street, New York 36, N. Y. 
PEnnsylvania 6-4000 
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Two Apply for St. Louis TV Daystrom Appoints Chambers 
Broadcast House Inc. and the CC. Everett Chambers, formerly 
Lutheran Synod of Missouri have with Butler Bros., Chicago, has 
applied for permits from the FCC been named merchandising mana- 
to operate ultra high frequency ger of Daystrom Furniture Corp., 
stations in St. Louis. Broadcast Chicago. His duties will include 
House is asking for Channel 36 and coordinating merchandising, sales 
the Lutheran Church group for promotion, publicity and advertis- 
Channel 30 


ing 


PLASTIC DECAL 


NO ADHESIVE—NO MOISTENING—YET IT 
STICKS FOREVER—OR LIFTS IN A HURRY! 
Detail men love it, because Dealers say “Yes” at first 
glance. It's a new type of plastic decal that is revolu- 
tionizing point of purchase merchandising. Saves its 
own cost on “put-up time” alone. For samples and 
details write 


the AD-STIK Company 


5850 Center Ave. + Pittsburgh 6, Pa. 


Repeat Orders From 


* CAMEL CIGARETTES 
* WESTINGHOUSE 

* CALVERT 

* GENERAL ELECTRIC 
* U.S. RUBBER 

and Hundreds of Others 


te 
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Margarine Now Outsells Butter in Oregon 


(Continued 
butter alone in 
time, the per « 
of meat is at its | 
history. From a 
it is obvious that 
of the Ameri 
changed in the ! 
ing a decided dri 
and an increase in proteins. 

The price of butter in Oregon 
has remained almost constant for 
the last two and a half years. Dur- 
ing the last year, retailers have 
found that, as the price of butter 
goes down to a seasonal low of 
from 75¢ to 70¢ a pound in April, 
May and June, there is a slight 
increase in sales. As it goes up to 
a seasonal high of 85¢ a pound 
about mid-July until mid-January, 
the sales slip off. The entire de- 
crease in sales volume is not re- 
covered until the next seasonal 


rom Page 3) 

942. At the same 
pita consumption 
ighest peak in our 
vailable statistics, 
the eating habits 
in people have 
st 10 years, show- 
ft away from fats 


price decline. 
The retail price of margarine in 
Oregon has actually gone down 


since colored margarine has been! 


on the market. The price was aver- 
aging 34¢ a pound a year ago. Now 
it is as low as 29¢ a pound, with 
occasional weekend specials of 
four pounds for 99¢. This is due, 
distributors say, not so much to 
competitive merchandising and ad- 
vertising, as to the surplus of cot- 
tonseed and soy bean oils on the 
market which automatically brings 
the price down. 


® Prior to the legalizing of the sale} 


of colored margarine in Oregon, 
there were only six or seven brands 
sold in retail stores, most of them 
nationally advertised. The two 
Portland metropolitan newspapers, 
the Journal and the Oregonian, 
carried a combined total of 63,112 


tee 


& out of 10 of your prospects 
read THE DENVER POST 


Here’s unique single medium coverage of a major metropolitan market 
of 563,832 consumers. In addition, The Denver Post saturates its retail 
trading zone, blankets the State of Colorado, and penetrates the 


entire Rocky Mountain Empire. 


CIRCULATION 


227,859 
357,324 


Daily 
Sunday 
Empire Magazine and 
Gee 388,673 
A.BC. Publisher's Statement 
September 30, 195! 


Advertising Age, August 11, 1952 


lines of national advertising for 
margarine in 1950. This included 
Sunday supplement linage. Only 
12,529 lines were carried the first 
| six months of 1951. 

| When colored margarine became 
legal on Aug. 1, 1951, the number 
of brands more than doubled. For 
a time there were 18 brands of- 
fered for sale in Portland. This 
number has dropped to about an 
even dozen now, more than half 
of them being nationally advertised 
brands. Several chains are selling 
margarine under their own private 
labels, and there are still some 
one-shot carload deals that come in 
from out of the state. 

The last six months of 1951 
| showed a total of national advertis- 
ing for the two Portland papers of 
| 142,924 lines, more than 11 times 
|the amount carried the previous 
six months. The year 1951 showed 
an increase of 92,341 lines over 
11950. The increase in butter ad- 
vertising has not at all kept pace. 


} 


® The initial splurge of national 
advertising for colored margarine 
is leveling off, however, and the 
|national linage for margarine in 
the two Portland papers for the 
first six months of 1952 dropped to 
j}under 50,000 lines. 
| Since the end of World War II. 
‘the armed forces and state insti- 
tutions in an increasing number of 
states are allowed by law to pur- 
chase margarine. A recent bid from 
the state of Oregon for supplies 
| for state institutions called for bids 
| on 900 Ibs. of butter and 11,000 Ibs. 
of margarine. As recently as five 
years ago that figure would have 
been reversed. 

As a promotion deal, some of the 
Oregon dairies are putting out 
{butter pats with the word butter 
|imprinted on each pat at the point 
of packaging, for use in hotels and 
restaurants. A recent government 
| contract for the Army at Ft. Lewis, 
| Wash., called for “margarinettes,” 
individual pats of margarine. 


Joins Associated Advertising 


Randell Cook, formerly nation- 
al advertising manager with Wes- 
co Waterpaints, Berkeley, Cal., re- 
| cently purchased by National Gyp- 
|sum Co., Buffalo, has been named 
an account executive with Asso- 
|ciated Advertising Counsellors, 
Oakland, Cal. 


| Kids Get New Magazine 


Humpty Dumpty’s is the name 
of a new 35¢ magazine being pub- 
lished by Parents’ Institute, New 
York. The monthly is aimed at 
children between the ages of three 
and seven. There will be no ad- 
| vertising. 


| McCarty Co. Appoints Shaw 

| Monroe H. Shaw, formerly an 
laccount executive and copywriter 
/for Circulation Associates, has 
|been named account executive- 
|copywriter on industrial accounts 
|by McCarty Co., Los Angeles. 


SHOW 
YOUR 
WARES... 


WHERE IT 
COUNTS 


W eee al 
“BAYONNE CANNOT BE SOLD 
FROM THE OUTSIDE” 
What has a “Strip-teaser” to do with 
selling a newspaper? Well—it drama- 
tizes our story that an attentive audience 
(69% of the families in Bayonne) is wait- 
ing for your message when you place an 
advertising schedule in THE BAYONNE 
| TIMES. 
THE BAYONNE TIMES 
BAYONNE, NEW JERSEY 


NATIONALLY REPRESENTED BY 


| BOGNER & MARTIN 
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Young people are like adults... except in one important { : | 
respect. Like adults, they want to be strong and | ona 


healthy, smart and popular (add other successful ° 
advertising appeals) . . . but they're much more receptive, more easily Onl | (8 
told and sold. Equipped as they are, with both the wants and the where- 
withal, they constitute a mighty market today . . . and promise to be roup 
continuing customers tomorrow. Incidently, their hold on their parents’ 


heart-strings gives youngsters a mighty grip on the family purse- ainiaiidine 


strings, too! Richard A. Feldon & Co., Inc. 
A 205 East 42nd Street 
There's probably a proper place for your product in their favorite New York 18, N. Y. 
: . ° CHICAGO LOS ANGELES 
reading material . . . the comics books! SAN FRANCISCO — PORTLAND 
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Judge Rules Invasion of Privacy May 
Apply in Illinois; Perk Case Involved 


Cuicaco, Aug. 7—The question 
of invasion of privacy, which has 
never been tested in Illinois, has 
been brought to the fore here in 
a judgment handed down by the 
first district appellate court. The 
case in which the judgment was 
made is that of Virginia Eick vs. 
Perk Dog Food Co. and O'Neil, 


Larson & McMahon, Perk’s agen- 
cy at the time the complaint was 
made. (The present agency is Sim- 
monds & Simmonds.) 

The complaint was originally 
tried a year ago in the circuit court 
of Cook County, which said there 
was no ground for the action. 

The complaint stated that Perk 
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|has been filed, 


‘cause the published ad 


Dog Food Co. and its agency had| argument that there was no case 


invaded Miss Fick’s rights of pri- 
vacy and libeled her in an ad for 
dog food by using her picture as 
a blind person who won a seeing 
eye dog from Perk. 


® The appellate court upheld the 
lower court on the libel charge 
but was willing to entertain an 
amended complaint on the charge 
of invasion of privacy. 

The amended complaint, which 
holds that Perk 
and the agency have caused the 
plaintiff “mental anguish and to 
lose the respect of her friends” be- 
implied 
that she had no seeing eye dog 
when in fact she did. (Perk says 
she received the dog from them.) 
The complaint also charges that 


the plaintiff's picture was used | 


|because there was nothing in the 


common law about rights of pri- 
vacy. 

He said that this was not a suf- 
ficient reason to deny the plaintiff’s 
rights for redress. In his judg- 
ment, Justice Schwartz said, “The 
question of whether or not such 
a right exists in Illinois has never 
been passed upon by any court of 
this state, although the right is 
now recognized by the great pre- 


Advertising Age, August 11, 1952 
ponderance of authority in this 
country.” 

He added that if the right to 
privacy is recognized in Illinois it 
would mean the law will take cog- 
nizance of damages involving men- 
tal anguish even though no “ob- 
jective standard” for this damage 
exists, as in cases of physical in- 
jury and pain. 

Justices John M. Touhy and Ed- 
win A. Robeson of the appellate 
court concurred in the decision. 


Hospital Building Boom in Latin America 
Brings Ad Boosts by Equipment Makers 


New York, Aug. 7—A hospital- 
building boom in Latin America 
has given U. S. equipment makers 
the incentive to spend about twice 


without her permission for “pro-}as many advertising dollars this 


moting the sale of dog food.” 


year as last, according to George 


The defendants have filed an|F. Zealand, publisher of El Hospi- 


answer denying the picture was 
used without permission. 


tal and America Clinica. 
However, he said, the volume of 


In his ruling, Justice Ulysses S.| pharmaceutical advertising is 


Schwartz denied the defendant's} 


slightly less than last year because 
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of the fall in prices of antibiotics 
like penicillin and other earth- 
mold drugs. With fewer dollars 
coming in from the sale of these 
items, promotion is down propor- 
tionately. 

Mr. Zealand reported that 
American manufacturers and ex- 
porters now face “a creeping com- 
petition” from European nations, 
which make their hospital-needs 
appeals to Latin America on the 
basis of a lower price range, sim- 
pler equipment and trade relations 
dating back before World War II. 


s He said the Americans counter 
this competition on the basis of 
higher quality and the prestige de- 
rived from the fact that their prod- 
ucts have widespread use in U. S. 
hospitals. Mr. Zealand added, how- 
ever, that American manufacturers 
are not increasing their advertis- 
ing at a pace sufficient to nullify 
the European threat. 

Mr. Zealand, who is head of the 
Panamerican Publishing Co. here, 
said he has just started a Spanish- 
language merchandising service 
which informs some 900 Latin 
American importers, distributors 
and salesmen of pharmaceuticals 
and hospital equipment what is 
being advertised in El Hospital 
and America Clinica. It also car- 
ries short news items of trade in- 
terest. 


s The service takes the form of an 
airmail letter called “Este Mes” 
(this month). The letter is air- 
mailed so that recipients can plan 
their sales work in advance of the 
arrival of the magazines and tie in 
with the advertising when the 
magazines arrive. 

“Este Mes” also goes to about 
400 U.S. advertisers and prospects 
In addition, these people get a 
memo (in English) which explains 
how advertising is merchandised 
to the trade in Latin America by 
the two magazines. 


Westinghouse Names Farnham 


Richard E. Farnham has been 
appointed public relations super- 
visor for the television-radio di- 
poncong of Westinghouse Electric 
Corp., Sunbury, Pa. For the past 
| three years Mr. Farnham has been 
advertising and sales promotion 
| manager for Admiral Corp.’s Bos- 
ton distributing division. 


Promotes Kantrowitz, Leon 
Emerson Radio & Phonograph 
|Corp., New York, has promoted 
| Edward Kantrowitz to advertising 
| manager and Albert Leon to sales 
|promotion manager. Both men 
| joined Emerson in 1949. Mr. Kant- 
| rowitz has been acting advertising 
manager and Mr. Leon acting sales 
promotion manager. 


Lists 2,272 busi- 
ness papers, farm 
papers and con- 
sumer magazines 
that use publicity 
—lists them alpha- 
betically and in 99 
market groups — compiled from thou- 
sands of publicity release lists — record 
system included that eliminates card 
files — shows how to prepare publicity 
and how to place it — reduces clerical 
time, eliminates deadwood and 
improves results. 


Price $10.00. Sent on approval. 
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Another Example of Gadgetry 


It is, we admit freely, no particular business of ours whether West- 
inghouse engineers a music box into its home dryer so that when the 
drying cycle is completed the box sings out, “How Dry I Am.” 

. Westinghouse presumably believes that this integrated singing com- 
é cial will add to the sales appeal of its line of dryers, and the 
=... is probably right. 

But this latest example of the insatiable desire to gadgetize utili- 
tafian appliances saddens us. We see in it another symbol of flight 
ff@m reality—a flight which has been mightily assisted by advertising, 
by product designers and by business men who seem all too willing to 
have their customers forget about reality as far as their products are 
conterned. 

ality being what it is these days, occasional flights away from 
it @fe all to the good. But occasional—and recognizable—excursions 
i fantasy are a quite different thing from a permanent condition 
in Which fantasy becomes reality, and reality fantasy. 

clothes dryer is supposed to dry clothes; it is not a musical in- 
stfimment. If it dries clothes perfectly, it can then also be a musical 
igs@ument, a decorative piece of furniture, or anything else. But it 
ought first to be a completely adequate clothes dryer. This is not to 
say that we have any qualms about the adequacy of the Westing- 
houge dryer. Our concern is that in a certain number of cases sales- 
meg will sell, and women will buy, the new singing Westinghouse be- 
cauge it sings, instead of because it dries clothes. 

‘Ya too many fields, “improvements” which seem to be required for 
sales and advertising purposes have frequently been carried to the 
point where just a few additional “improvements” of the same kind 
threaten to make the original useful instrument totally useless. We 
could name one or two lines in which we believe that this unhappy 
state of affairs has already been reached, but we shall restrain our- 
selves 

All this, of course, is an encouraging as well as a discouraging 
phenomenon. It indicates better than anything else that Americans 
have achieved a standard of living so high that even in such reason- 
ably new fields as automatic clothes dryers they are no longer con- 
cerned with the competence of the machinery, and require certain 

extraneous pluses. But we still hope the pluses will stay pluses, and 
not replace more important things as essentials. 


Time for Club Program Planning 


In a month or so the advertising club season will begin. So this 
seems a good time to suggest that the program and other activities 
of adclubs ought to be carefully reviewed. 

A number of clubs do an excellent job, with their regular meetings 
and their programs, and their civic and business activities. But a 
goodly number don't. Too often their meetings are devoted to sports 
and pastimes, and “good speakers” who have a store of jokes but very 
little to say about advertising or merchandising. Too often, 
words, the fact that the club is supposed to be specialized to adver- 
tising, sales and marketing men and women is lost sight of, and the 
program is indistinguishable from that of any other general luncheon 
group. 

There is, in our humble opinion, an “elegant sufficiency” of clubs 
and organizations, and there is no room and little excuse for business 
clubs which don’t stick pretty close to their own business. An adclub 
member, anywhere, has a right to expect that his club will give 
him two things: an opportunity to meet and know people with similar 
jobs and problems, and a chance to pick up useful information, ideas 
and viewpoints which he might otherwise miss. 
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THE COMPLEAT ANGLER—No prizes are offered for spotting any missing equipment 


in this sy so, ad manager's office; 


in fact, friends of Emmett McCabe, od 


lidated Vultee Aircraft, liked it so much that reproductions of the 


original were made and passed around. 


at C 


The ortiet is Eldon Frye, Mr. McCabe's 


Heda, 


What They're Saying 


| A Good Policy 

| Constructive salesmanship rec- 
| ognizes that there must be at least 
|two beneficiaries to every sale: 
the buyer and the seller. It is not) 
ethical, by today’s selling code, to} 
sell a person anything that he can- 
| not use to advantage, any more| 
| than it would be to sell goods un- 
| der false pretense as to their qual- 
ity. 

The average customer is not an 
expert in the thing he is buying. 
He doesn’t know nearly as much 
about it as the salesman does. This 
lays upon the salesman an obliga- 
tion to protect the customer, and 
to give him, if possible, something 
better than he would, according to 
the strict letter of the contract, ex- 
pect to receive. 

Salesmen, sales managers and 
firms which pursue such a policy 
will find that they are making 
their business financially better. 


—Monthly letter issued by The Royal 
Bank of Canada, Montreal. 


Past and Present 

In ancient times color was! 
all aspects of human endeavor. It 
symbolized gods and the principles 
of good and evil. In science it 
identified the elements, planets, | 
and vital forces of nature. In the 
form of amulets and talismans it 
was employed to cure disease. It} 

marked the supposed efficacy of | 
the philosopher's stone in alchemy. 
In flags and ensigns it represented | 
national ideals. In heraldry it had 
precise meaning. In culture it was 
|part of the ceremonies of birth, 
marriage, and death. It distin- 
guished castes. In art it offered 
| free reign to the human spirit and 


closely identified with ens d | 


|spoke a universal language of 


beauty. 

From mysticism to science, color 
today serves a wide number of 
practical and functional purposes. 
In industry it aids visibility, im- 
proves production, curtails acci- 
dents. In offices it relieves eye 
fatigue, improves morale, makes 
work easier and more pleasant. In 
schools it reduces visual and emo- 
tional tension, aids posture, health, 
and the capacity to learn. In hospi- 
tals it sharpens the acuity of the 
surgeon’s eyes, contributes to more 
rapid convalescence. In retailing, 
proper colors attract trade, in- 


crease customer purchases. In 
merchandising, sound research as- 
sures national acceptance, less 


waste in styling, the more active 
satisfaction of human wants. 


—“Color Dynamics: A Potent Busi- 
ness Tool,”” by Faber Birren, in Dun’s 
Review, July issue. 


How Long? 
Your income is the interest on 
your mental capital—your most 


| valuable business asset. Your wel- 


fare now depends largely upon the 
product of your mind. But how 
long has it been since you invested 
in anything to keep your mental 


| capital growing? 


—From subscription-seeking letter sent 
out by “Fortune.” 


| Olympics Footnote 

Specially designed hats for 300 
men in the British Olympic Games 
team have been made at Stock- 
port and Denton and are being 
| given to the team by the British 
Felt Hat Manufacturers’ Federa- 


tion. It is hoped that this will set 


a fashion for young men. 
—Advertiser’s Weekly, July 10 issue, 
London, England. 
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Rough Proofs 


The new Westinghouse dryer 
has a music box that plays “How 
dry I am” at the appropriate mo- 
ment, but don’t expect it to turn 
the tap of a keg of that amber fluid 
immediately thereafter. 


“You'll feel like crying, but cry- 
ing won't help,” says Richard Hud- 
nut in warning women against 
home permanents without neutra- 
lizers. 
| You don’t know women. 

. 

| “Burnett’s part of Schlitz goes to 
Lennen,” reports the world’s great- 
| est advertising journal. 

| It was nice to have known you. 

| * 

Young Mechanic, a new Ziff- 
| Davis quarterly, will tear up the 
bill if the advertising doesn’t pay 
out. That may be a good way to 
win friends, but not to influence 
advertising agencies. 


“Discover the pleasures of wine,” 
the Wine Advisory Board advises 
readers of women’s service maga- 
zines. 

The next step, of course, is to fit 
the wine colors into the table dec- 
orations. 


“Adventurers, slickers, fly-by- 
nights and opportunists” are dis- 
turbing the appliance business, 
says Roy Bradt. 

The political conventions have 
expanded the business vocabulary 
very nicely. 


Y&R points out that a pencil may 
write a good campaign, and its 
eraser remove it in favor of a bet- 
ter one. 

Or, as Raymond Hitchcock used 
to say, “Everybody makes mis- 
takes—that’s why they put rubbers 
on lead pencils.” 


In the opinion of Betty Furness, 
the movies aren’t in it with TV, 
if you’re anxious to have your 
pretty face and well modulated 
voice made familiar to millions of 
people during a big political con- 
vention. 


An eastern agency man turning 
his eyes toward the sunset missed 
a great opportunity when he failed 
to say he’d like to settle some- 
where west of Laramie. He let it 
go at just “west of Wichita.” 


Gen. Douglas MacArthur has al- 
ready learned the difference be- 
tween the military and the civilian 
life. One of his duties as board 
chairman of Remington Rand will 
be to learn how to use an electric 
shaver. 

* 

A major airline looking for a 
copywriter promises “free air 
travel after the first year.” 

No use curbing the flight of a 
soaring imagination too soon. 

* 


An outdoor advertising man 
looking for a new connection ad- 
mits he’s “rated AA billposter, long 
handle and dry brush.” 

You should see the way some 
_of those ordinary bill stickers slop 
| the paste around. 

Copy Cus. 
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“SELLING _ 
\AHEAD! 
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... DELAWARE 


A 


VALLEY, 


Cape 


Philadelphia ABC Retail 
Trading Area 


U.S. A.—the Greater Philadelphia Market ! 


DOWN FROM TRENTON TO 
WILMINGTON through its nerve center 
in Philadelphia . . . extends the Delaware 
Valley. Upward of 1% million families 
spend nearly $5 billion yearly—to make 
this area your outstanding marketing 
opportunity. 


in 


Consecutive Year of Total 
Advertising Leadership 


Now in its 19th 


Philadelphia! 


THE WORLD’S GREATEST 
INDUSTRIAL AREA is concentrated in 
the Delaware Valley. And still the big 
building push continues. New major pro- 
jects for industrial expansion are 
announced almost weekly. Homes are 
going up, too, for new workers, new 
families, new customers. 


THE INQUIRER constructively serves the 
Delaware Valley, promotes the influx of 
new industry... sparks growth in every 
field ... encourages and aids people and 
business throughout the Valley. Through 
such forward-looking policies, THE 
INQUIRER keeps firm hold on first place 
in the Delaware Valley. 


The Philadelphia Anguirer 


Constructively Serving 
The World's Greatest Industrial Area 


Exclusive Advertising Representatives: ROBERT T. DEVLIN JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coost Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wiishire Boulevard, Los Angeles, Michigan 0259 
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‘Hardware Age’ and Mr. Snyder Disagree 
on Hardware Stores’ Sporting Goods Sales 


Cuicaco, Aug. 6—The ways of 
research are many. And often two 
surveys on the same subject can 
reach conclusions worlds apart. 

A good example of this has 
come to light through a report on 
“Trends in the Sporting Goods 
Market 1942-1951” by Richard E. 
Snyder, reviewed in ApbVERTISING 
Ace July 14. 

In the report, hardware dealers 
are listed as doing a business of 


stores as reflective of their sport- 
ing goods volume, and there is 
possibly an additional $5-10,000,- 
000 of sporting goods sales assign- 
able to similar types of stores not fishing 
clearly defined by the census,” he 


says 
The 


means of identifying the 
$50,000,000 total as the sporting 
| goods sales portion of “other sales” 


Snyder. 


|mentary data,” according to Mr. 


athletic 


revised figures for hardware stores, | 
as well as other outlets, will be 

Another provable contributing made. 
factor to the difference in figures, 
according to Mr. Snyder, is the Luria Promotes Snell 
fact that, except for sporting goods 
dealers, sales figures for all other 
outlets do not include hunting and 
clothes, 
swimming apparel, athletic uni- 
forms, and model planes. 

He added that this section of his 
survey—a minor part of the re- 
port—is tentative, the only part 
was achieved through “supple- of the report which is, and that 


Bert L. Snell has been promoted 
from project manager to assistant 
general sales manager of Luria En- 
shoes, 8ineering Co., New York designer 

*|and maker of steel 
buildings and airplane hangars. 


Susong Appoints Lewis 


Jack K. Lewis has been named 
production manager of James H. 
Susong Advertising, Dallas. 
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Sept. 1. 


Ideal Appoints Brandwein 


Jack H. Brandwein, formerly 
national sales manager 
Brandwein & Co., Chicago bedding 
manufacturer, has been appointed 
v.p. in charge of sales of Ideal 
Furniture Mfg. Co., Chicago maker 
of Kitchen Charm dinette sets. 


for A. 


industrial Seeds Resigns Two Accounts 
Russel M. Seeds Co., Chicago, 
has resigned the Princeton Farms 
popcorn account, effective July 15, 
and the food licensing division of 
Walt Disney Productions, effective 


$50,000,000, or 3.7% of the total | 


$947,000,000 sales volume, in 1951. 
This places the group sixth among 
sporting goods retail outlets. 

But Hardware Age has its own 
report which says that hardware 
dealers do an annual yolume of 
$158,028,000 in sporting goods. 

Both reports claim validity for 
their research methods. 


® The Hardware Age figure was 
reached through 829 replies to 3,- 
000 questionnaires—a return of 
27.63% —sent to major hardware 
dealers in towns under 500,000 in 
population. The mailings did not 
go to dealers in larger towns be- 
cause “the sales reports of sport- 
ing goods would distort the pic- 
ture,” according to the magazine. 

The selection of dealers was 
limited to the top 45% who, ac- 
cording to distribution figures of 

"Whe U. S. Census Bureau, do 82% 

the total hardware sales vol- 

By this method, Hardware 

Age claims to have gotten a fair 

Tepresentation of what kind of 

sporting goods business hardware 
men do. 

The publication bolsters its fig- 
ure by claiming it has found that, 
in “sporting goods jobbers” direc- 

es, three out of every five such 
ers listed are either hard- 
e wholesalers or major retail 


hakeware dealers. 
a 


@Mr. Snyder has clarified for 
the means by which his fig- 

for hardware dealers was 
Fea@ched. In the U. S. Census of 
Buginess for 1948, he points out, 
thé two main categories for the 
“hardware retailer” group are 
hafdware stores and farm imple- | 
ment dealers. } 
“In its breakdown of sales of 
these two types of retailers the 
cemBus is not at all definitive as 
-ta What is included under ‘other 
sales.’ We assign a combined total 
@stimate of $50,000,000 to these 


BOB FURLONG, 
oh, how we 
wish again 


we were in Michigan! That's 
about the way an old song || 
goes, and it’s a favorite 
theme of thousands of 
boaters, fishers, sightseers, 
and hay feverers who head 
for the Wolverine State each |) 
summer. Greater Cincinna- 
tians, heeding Michigan 
Tourist Council advertising 
in the Times-Star, are 
among them, adding their 
substantial bit to the 500 
million tourist dollars you 
receive each year. Hooray 
for Michigan and the Cin- 
cinnati Times-Star! 


T~ tae 
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Celanese 
Adventure 


by Richard Austin Smith 


When an American corporation decides 
to sample the greener grass that’s lately 
been growing on the Canadian side of the 
border, the news is almost always worth 
a quarter col in the fi ial press. 

When that corporation happens to be 
Celanese of America, with a program for 
a quarter-billion-dollar Canadian indus- 
trial plex, i deserves 
broader coverage and gets a big play in 
the metropolitan dailies. 

But when Celanese’s new empire, after 
six years of gestation, has at last tri- 
umphed over local politics, ill fortune, and 
the forest primeval, the event is worth the 
widest possible attention. For the story of 
those six years will lift the curtain on the 
great rewards and the great hazards that 
await U.S. business when it goes pio- 
neering in the Twentieth Century. 

Celanese’s Canadian venture began in 
Prince Rupert, a forlorn town high up the 
coast of British Columbia, where the rain 
forests overshadow the sea (see map pages 
96 and 97). The Indians found the locality 
fruitful in the last century; the Hudson’s 
Bay Company made bonanza of the fur 
trade then and salmon were thick as pine 
needles in the Skeena. They named it 
Kaien—a place of digestion or rest—for 
sea gulls dozed there after gorging them- 
selves on herring, and the totem poles, 


What happens when a great American corpora- 
tion opens shop in Canada? Plenty. Local politics, 
beginner’s misfortune, and the forest primeval 
combined to give Celanese some of the toughest 


—and most rewarding—experiences in its career. 


Photographed by C. Rothin, PFI 


From three-ton log to featherweight chips is a short step by conveyer 


those symbols of prestige, looked out with 
wooden pleasure on the relentless down- 
pour. But things were quite different for 
the white men. They came with a rush in 
1906 and shoveled a township out of the 
muskeg. Their great expectation was that 
this sodden assemblage of tents and plank 
roads would burgeon into a city of 50,000 


once the transcontinental railroad made . 


Prince Rupert its western terminus. But 
the railroad’s promoter went down on the 
Titanic; the main line was diverted to 
Vancouver; and Prince Rupert, for all the 
pomp of its name, was jeered into ob- 
security as “the city under a curse,” its 
railroad a ribbon of rust. World War I 
brought a brief boom, World War II an- 
other, but Prince Rupert remained a 
stunted town in the midst of implacable 
verdure. Altogether it seemed a most un- 
likely place for an American corporation 
to begin the first phase of a great indus- 
trial empire. Unlikely, that is, except for 
a set of unusual circumstances about 
which Prince Rupert, locked in with its 
clouds and forests, had no more than a 
sleepy surmise. q 

The first of these was a conviction in the 
provincial capital, Victoria, that British 
Columbia's forests were being cut out at 
a suicidal rate. Since timber provided half 
the provincial income, the matter called for 


some prompt and momentous decisions. 
The second circumstance was the voracious 
appetite of the Celanese Corp. of.America 
for cellulose, an essential material in its 
man-made. textile fibers. Celanese had 
searched the nation from Florida to the 
Pacific Northwest, even cruising the tim- 
berlands of Mexico, in a futile effort to 
find a cheap, abundant substitute for the 


_ capricious and high-priced cotton linters. 


The third, and perhaps the most important 
of all, was a top management at Celanese 
with the imagination, daring, and resource 
to undertake a dramatic kind of corporate 
pioneering. So commanding a combination 
was bound to have epochal results for the 
province and for Canada as well, but few 
people realized that it would establish the 
big corporation in British Columbia as the 
preferred instrument of economic develop- 
ment, and introduce U.S. investment in its 
most enlightened. form—plants operated 
by Canadians for Canadians and largely 
owned by them. 

Celanese’s attention was drawn to 
Prince Rupert through the signal system 
that operates in most well-run companies 
—those stirrings in the web they have 
spun around some area of interest. In 
this case the New York firm of Elof 
Hansson, Inc., exporter, pulled specula- 
tively at a strand of the Celanese web. It 
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Riepe to Superior Products 
Ronald C. Riepe, formerly ad- 
vertising and sales promotion 
manager of Red Comet Inc., Lit- 
tleton, Colo., has been named v.p. 
and treasurer of Superior Products 
Inc., Kansas City merchandiser of 
automatic fire extinguishers. 


Theodore Appointed A.M. 

Paul Theodore, formerly south- 
ern advertising manager for Fort- 
night, has been named advertising 
manager of Tele-Views, Los Ange- 
les newsstand magazine for tele- 
vision viewers. 


| Crist, publisher, Industry & Pow- 


NBP Names 13 Members to 
Standard Practices Committee 


National Business Publications 
has named 13 new members to its 
standard practices committee, 
chairman of which is Marshall 
Haywood Jr., president of Hay- 
wood Publishing Co., Chicago. 

Other committeemen are L. E. 


er, St. Joseph, Mich.; E. B. Nat- 
temer, president, Meat Inc., Chi- 
cago; Howard Markt, publisher, 
Jobber News, Cleveland; C. Laury 
Botthof, president, Standard Rate 
& Data Service, Evanston, II1.;! 


P. J. Beil, president, Variety Store 
Merchandiser Publications, New 
York; Ray Metzger, publisher, 
Construction News Monthly, Lit- 
tle Rock, Ark.; Richard S. Kline, 
general manager, Gardner Publi- 
cations, Cincinnati; P. M. Fahren- 
dorf, v.p., Chilton Co., New York; 


|R. C. Jaenke, v.p., Penton Publish- 
| ing 
Coombes, v.p., Mechanization Inc., | 


Co., Cleveland; Raymond 
Washington; A. W. Moss, executive 
v.p., Standard Rate & Data Serv- 
ice, New York, and Arthur H. Dix, 


Three Named Agency Partners 

Cummings, Brand & McPherson, 
Rockford, Ill., agency, has added 
three partners. They are William 
W. Jones, account executive; Roger 
M. Porter, copy chief, and Richard 
L. Blewfield, production manager. 


| Laughlin to Harold Cabot 
Henry A. Laughlin Jr., for the 
past three years advertising man- 
ager of the Press-Herald, Portland, 
Me., has joined the account serv- 


v.p., Conover-Mast Publications, | icing staff of Harold Cabot & Co., 
New York. Boston. 
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Anyone Interested ?. . . in the experiences, good and bad, of Celanese as 

it pioneered American industry in Canada? YES! Thousands of executives whose 
corporations are eyeing the “green pastures” up north. And they look to Fortune for 

the complete story. (FORTUNE’s 242,500 “regulars” spend 3 to 4 hours a month 
concentrating on ForTUNE’s Business News-in-Depth . . . and on the advertising in ForTUNE.) 
Anyone else? YES! Nearly a million “‘pass-along” readers. For proof of how these 

“extras’”’ count in better advertising results, read this testimonial about . . . 


What Happens . « « when advertising runs in ForTUNE. 


The Cooper Alloy Foundry Co., 


Were marty proud of the 
28 poge fil color ndustrio! fantasy, 
And we ve go’ an deo mot 


you and your family ore m for o very 


i | 


Just about the time 
we thought it would never see the light of doy 
it cracked the shell wide open 


Hillside, N. J., in a recent issue of 
ForTuNE offered a booklet describing 
the manufacture of castings. 

301 men in industry replied. 


Responses were checked against 
ForTuNE’s subscriber lists. Only 40% 
came from subscribers. Comments 
George Black, Manager of the 
company’s Public Relations Division, 
“Apparently 3 out of 5 people 
responding were extra readers . . . 
prospects of ForTUNE caliber who 
constitute a major market for us. 
ForTUNE reaches the people that count— 
in a manner conducive to the best in 
product selling . . .”” 


Your advertising deserves an added 
boost from important “extras’’. It 
deserves FORTUNE . . . put it before 
“the people that count”. For proof of 
any of our statements, ask your 
ForRTUNE representative. Or—call or 
write FoRTUNE Magazine, 9 Rockefeller 
Plaza, New York 20. (JUdson 6-1212) 


Rigs mri, tie ey 


A monta 
were back in Vancouver, determined to 
settle the matter. The negotiations opened » 
on a Monday in an atmosphere of disci- . 
plined amiability, which soon deteriorated ~ 
into what one principal described as a 


“cat-and-dog fight.” 


The main source 


later Blancke and Schneider 


ZL 


. . . Where Business Readers Concentrate 
on Business News-in-Depth 


\ 


shave... 


Here’s the medium that’s honed 
razor-sharp in its news timing 
and precision. News with the 
whiskers scraped off, the way 
businessmen like it. The news- 
review that’s as complete as the 
manpower and worldwide 
resources of The New York 
Times can make it. Yes, of 
course, it’s The New York Times 
Sunday REVIEW OF THE WEEK. 


+ 
“0 
l= 
eo 


cee 


Me 


haircut... 


Trim off here and here, leaves 
a lot on top of the U. S. business 
market where most advertisers 
need it most. Specifically, the 
650 counties that account for 
92.9% of all U. S. manufactur- 
ing. 94% of its 1,100,000 circu- 
lation is in these $10-million-or- 
better markets, reaching the 
heads of top-income families, 
the men who run American bus- 
iness and industry, the men who 
regularly read The New York 
Times REVIEW OF THE WEEK. 


bay rum! 


It will make your present pro- 
gram tingle with new life! Buy 
it fer the news impact it gives 
your advertising that you can’t 
get in media with longer closing 
dates. Buy it for“its lowest cost 
per thousand” in reaching busi- 
ness executives. REVIEW OF THE 
WEEK, published every Sunday 
with THE NEW YORK TIMES. 


The New Pork Times 


REVIEW OF THE WEEK 
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Gliebe to Use Magazines 
Gliebe Co., Brooklyn manufac- | 
turer of fresh and salt water spin- 


ning, bait casting and big game, 


rods, nets and accessories, will 
start national advertising for the 
first time next year in outdoor 
magazines, and has named Dunay 
Co., New York, to direct its ad- 
vertising. Plans call for use of| 
seven or eight outdoor magazines 
from March to September, 1953, 
and four or five business papers. 


The company has been in business | 


since 1906. 


Promotes Hazid Conkling 
Hazid C. Conkling, sales repre- 
sentative, has been promoted to 
assistant sales manager of New 
Bedford Cordage Co., New Bed- 
ford, Mass. He has been with the 
company for eight years. 


| Bauman Joins WLW-TV Sales | 
Frederick E. Bauman, formerly 
|sales representative for WAAF, 
Chicago, has been named a sales- 
man for WLW-Television in the 
Chicago sales office of Crosley 
Broadcasting Corp. Mr. Bauman 


has worked with the Chicago office | 


of Young & Rubicam, has been as- 
sistant to the merchandising and 
sales manager of Chicago Metallic 
Mfg. Co., and marketing and sales 
supervisor for Peter Fox Brewing 
Co., Chicago. 


| Ad Bureau Appoints Stevens 


In an expansion move, the Bu- 
reau of Advertising, ANPA, has 
named Donald L. Stevens, former- 
ly with the New York office of 
West-Holliday Co., newspaper rep- 
resentative, to its national sales 
staff 


Where... can you 
buy an audience 
of more than 
a million families 
with incomes 


~ double the 


national median... 


tor $2.15 per page 
per thousand? 
Only in... 


MAGAZINE 


wtw YORK « CHICAGO « DETROIT « LOS ANGELES 


'Bardahl Will Rely 
Heavily This Fall 


on ‘Coronet’ Page 


| Seatrire, Aug. 6—A color page 
in the October Coronet will be 
used by Bardahl Mfg. Corp. for a 
nationwide dealer merchandising 
effort on behalf of Bardahl, oil 
[additive and high-speed lubricant. 
‘of a “Bardahl Special Issue” in- 
| cluding a four-page insert. Coronet 
will mail the special issue to a 
selected list covering roughly 50% 
of Bardahl’s 80,000 dealers in the 
U. S. and Canada, Bardahl reports. 
To stimulate dealer and sales- 
man interest, Bardahl and Coronet 
are cooperating on a window dis- 
play contest with matching prizes 
to retail outlets and to salesmen 
handling winning accounts. Win- 
dow banners, reprints, counter 
cards, and “conversation starter” 
buttons also will be used. 
Wallace Mackay Co. 
Bardahl advertising. 


handles 


500 Stores Selling Advance 
Copies of ‘Flair Annual 


Some 500 bookstores across the 
country are displaying and selling 
advance copies of the first “Flair 
Annual,” which will be published 
by Random House Inc. on Oct. 17 
(AA, May 19). The publisher be- 
lieves that, because of its unusual 
nature, the $10 book has to be 
seen to be bought. The advance 
| copies are part of the single 30,000 
| printing. 
| At the Provincetown Bookshop, 
| Provincetown, Mass., reply post- 
cards, addressed to sales manager 
| Lewis Miller, are on display. The 
— ask the reader for his opin- 
ion of “Flair Annual.” 


| kramer Appointed Ad Manager 


Robert Kramer, formerly pack- 
age designer and later sales rep- 
resentative of Shellmar Products 
|Inc., Mt. Vernon, O., has been 
|named advertising manager of 
| John H. Graham & Co., New York 
maker of Griffin hacksaws, blades 
| and Allway saws. 


| Westinghouse Boosts Barber 
The electric appliance division 
of Westinghouse Electric Corp., 
| Mansfield, O., has promoted Lewis 
G. Barber, with the company since 
| March, 1950, to merchandise man- 
| ager for vacuum cleaners. 


Appoints Litman-Bremson 
Pachter Garment Co., maker of 
Marce originals, 
man-Bremson & Associates, Kan- 
sas City, to handle its advertising. 


Only THE GARY POST-TRIBUNE 
covers this market effectively 


Empleyment in this area above peak levels during world war 
Il. Steel industry expansions, and enlargement of the plants 
of THE BUDD COMPANY, THE ANDERSON COMPANY, 
and GARY SCREW & BOLT WORKS, and construction of 
the new Gary plant of THE TAYLOR FORGE & PIPE COR- 
PORATION creating more job opportunities than local labor 
market can fill, so workers recruited from other areas are 
arriving with their families, further increasing the population 
and buying power. 


THE GARY POST-TRIBUNE 


Gary's only newspaper 


is the only medium you can be sure will deliver your adver- 
tising with sales producing impact in the Gary Trading Area. 
More than twice the effective family coverage of all Chicago 
daily newspapers combined in this area. Over 95° coverage 


in city and city zone. Better than 80° for entire trading area. 


Market Highlights 


Home of the world’s largest 
steel mills. Third largest steel 
producing center in nation, 


Principal shopping ceuater 
for Lake and Porter counties. 
Populations total in excess of 
400,000. Total households 
113,276. (U.S. Census 1950) 
These counties offer a $713.,- 
619,000 market. (Sales Man- 
agement 1952 Survey of 
Buying Power) 


Population of Gary 133,911. 
Of city and city zone 166,738. 
Total for retail trading area 


220,603. (U.S. Census 1950) 


Net buying income per 
family in Gary above average 
for state and nation. Highest 
for Lake and Porter counties. 
(Sales Management) 


National Representatives: 
BURKE KUIPERS & MAHONEY 


Coronet will print 40,000 copies | 


has named Lit-| 


Metropolis of Indiana Industry | 
Second City In The State 


| 


Advertising Age, August 11, 1952 


Getting Personal 


H. M. Beville Jr., director of plans and research of National 
Broadcasting Co., New York, has been elected president of the 
Market Research Council...Another employe-president is Louns- 
bury “Biff” Bates, elected international head of the Alpha Delta 
Phi fraternity. Biff is a member of the CBS television legal staff in 
New York... 

Arthur D. Schulte, president, and John S. Schulte, v.p. of Park 
& Tilford Distillers Corp., have been accepted as members of the 
Confrerie des Chevaliers du Tastevin, celebrated international so- 
ciety of wine connoisseurs. . . 

Al Garriques, partner of 
Ross Jurney & Associates, Salt 
Lake City, has recovered from 
a three-week siege of Rocky 
Mountain spotted fever, caused 
by an affectionate tick during 
a Colorado fishing trip... 

There’s a III in the Charlie 
Sylvester family in Houston. 
Sylvester Jr.,. KXYZ salesman, 
became a papa for the second 
time on July 16. His daughter 
Carol is 12...Charlie Vaill, 
sales promotion director at 
WEEI, Boston, can go into the 
“Say Uncle” act with further 
support. With the birth of a 
son to Charlie’s sister in Win- 
sted, Conn., 22 of the younger 
set call him by the title (or 
will when they can talk)... 

Chet Thomas, general man- 
ager at KXOK, St. Louis, is a 
member of a newly appointed 


committee of the St. Louis 
Chamber of Commerce to 
work on the group’s educa- 


WISCONSIN CATCH—Roger Lawrence (left), 
v.p. and general manager of Sealy Inc., 
and John F. Pollock, of the Chicago office 
of True Story Women’s Goup, exhibit their 
day’s catch of bass at Lake Laura, Wis. 


tional bureau. The new group. 
composed of educators, church, 
business, labor and industrial 
leaders, will study cooperation 
between education and other 
elements of community life... 

Leith Abbott, Pacific Northwest manager of Foote, Cone & Belding 
in Portland, Ore., was elected king of the desert by the Order of 
the Antelope at its 20th annual session at the Blue Sky Hotel on Hart 
Mountain July 17-18. ..it was a son for Mr. and Mrs. Philip Hunt— 
their third child, born July 15. Mr. Hunt is director of public infor- 
mation and press relations for the Portland, Ore., CofC... . 


Franklin G. Beezley, copy 
director at the Bert S. Gittins 
agency, Milwaukee, has been 
elected to a three-year term 
on the board of directors of 
the Wisconsin Heart Assn. 
Previously he had been chair- 
man of the lay education com- 
mittee and campaign publicity 
chairman of the group. . .Law- 
rence A. Rollins, v.p. and gen- 
eral manager of WSIR, Winter 
Haven, Fla., is the new presi- 
dent of the local Chamber of 
Commerce. .. 


Mr. and Mrs. Walther Bu- 
chen (he’s head of The Buchen 
Co., Chicago) are expected 
back the middle of this month 
from Africa, where they’ve 
been hunting birds instead of 
animals, as they did on previ- 
ous trips. The expedition, 
sponsored by Mr. Buchen, is ‘ENNIS ANYONE?—Ken 
collecting material for the 
Chicago Natural History Mu- 
seum... 


Merrill C. Meigs, v.p. of the 
Hearst Corp. and an airman 
from ‘way back (he’s chair- 
man of the Chicago Aero Com- 
mission), celebrated the 25th anniversary of the flight he made in 
July, 1927, as first fare-paying passenger of Boeing Air Transport, 
later United Air Lines, when Boeing started passenger service be- 
tween Chicago and San Francisco. A couple of weeks ago he marked 
the anniversary of that 22-hour trip by flying the same route— 
this time non-stop-——in 734 hours... 

Jean Gates, assistant to Jack Fitting, Portland, Ore., manager for 
West-Holliday Co., spent a profitable week’s vacation at Winchester 
Bay, Ore., catching a 36-pound salmon which she had canned on 
the spot (51 cans). Not content with that, she picked wild black- 
berries for a dozen jars of jam which she canned at the beach.. . 

Ben Bezoff, Denver ad agency owner and Colorado state senator, 
has thrown his hat into the ring for the nomination of governor on 
the Democratic ticket. He was formerly a speaker of the house of 
representatives in the Colorado legislature and is currently majority 
leader of the senate... 

Les Johnson, v.p. and general manager of WHBF and WHBF-TV, 
Rock Island, Ill., has been reelected chairman of the Metropolitan 
Airvort Authority of Rock Island County. The Civil Aeronautics 
Authority has approved a new terminal building estimated to cost 
$759,000... 


Slifer, 
charge of copy at N. W. Ayer, Philadelphia, 


v.p. in 


is head of American Magazine's “Family 
of the Month” for August. The Slifers, who 
live in Woodbury, N. J., have adopted a 
whole family of Polish DPs. With Ken here 
are his daughter Diane (left) and Zofia 
Motornas of the DP family. 
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Boy! 
swell deal ! 


When you hear the facts about NBC’s 
Pacific Coast Network— you'll sure 
wanta stop playing hooky from the 
world’s best market, and join the gang! 
Did’ya know that NBC Pacific Coast Network 


reaches more Western homes than any other 
network or advertising media? Well, it’s true — 


and that’s only half the story. So get a grip on 
your scooter... here comes the other half! 

NBC Pacific Coast Network gives you the 
tops in Western coverage at the lowest cost per 
thousand! 

Now add ’em up and what’ve you got? Just 

the swellest deal you'll ever get for your adver- 
tising dollar — that’s all. 
PS. There's some crackajack network time 
still open, so you oughta call your nearest 
NBC Sales Office today. Betcha a live frog 
you won't be sorry. 


WESTERN NETWORK 
NATIONAL BROADCASTING COMPANY 


A Division of Radio Corporation of America 


HOLLYWOOD - SAN FRANCISCO «+ CHICAGO +» NEW YORK 
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Barber Co. Names Knobloch 
Ed T. Enobloch, formerly in the 
redia department of the New 
York office of McCann-Erickson 
and more recently a sales repre- 
sentative for Playbill, has joined 
Walter E. Barber Co., publishers’ 
representative, as a sales repre- 
sentative in the eastern territory. 


McClure to ‘Free Press’ 

J. Warren McClure, formerly 
advertising manager and business 
manager of the Herald, Grand 
Forks, N. D., has been named ad- 
vertising manager of the Free 
Press, Burlington, Vt. Arthur J. 
Cayo has been promoted to adver- 
tising director of the Free Press. 


Use The Network 
of Weekly Newspapers 
reaching the U.S. 


Armed Forces Everywhere 
* 


ARMY TIMES 


AIR FORCE TIMES 


(Members: Audit Bureau of Circulations) 


NAVY TIMES 


Advertising Offices 
WASHINGTON; 3132 M St., N.W 
NEW YORK: 4! Eost 42nd St. 
CHICAGO: 203 N. Wabash Avenve 


CIT: Guordian Building 


DETR 
LOS ANGELES: 6399 Wilshire Bivd. 
SAN FRANCISCO: Monadnock Bidg. 


in Philadelphia, represented by R. W. McCarney, 1015 Chestnut St. 
Also: LONDON — FRANKFURT — TOKYO 


Republic Press Names Marini 
Guy J. Marini, formerly a v.p. 
of C. C. Benedict & Associates, Los 
Angeles agency, has been named 
manager of Republic Press, Yak- 
ima, Wash., commercial printing 
division of Republic Publishing 
Co., which publishes the Republic 
and Herald. He succeeds Clyde W. 
Morris, who resigned July 21. 


Jergens to Sponsor Daly Show 
Andrew Jergens Co. has signed 


to sponsor the John Daly tele- 
vision show, “It’s News to Me” 
(CBS-TV), on alternate weeks 


over a 29 station hookup, begin- 
ning Nov. 7. The program will be 
heard Fridays, from 10:30-11 p.m. 
Robert W. Orr & Associates, New 
York, is the agency. 


Promotes Arthur Plante 

Arthur G. Plante has been pro- 
moted to v.p. in charge of public 
relations, publicity and advertis- 
ing of the New York, New Haven 
& Hartford Railroad. He has been 
with the company for 40 years, 
| the past three years in charge of 
| public relations. He will maintain 
headquarters in Boston. 


Sullivan Joins ‘Real’ 


George E. Sullivan, formerly 
publicity director for Falconer & 
Sullivan Co., has joined the pro- 
motion staff of Real, the magazine 
for men scheduled to come out in 
September. Real will be published 
by Ned L. Pines, New York. 


Appoints William Peters 


William E. Peters, formerly with 
Ladies’ Home Journal, has been 
named article editor of Woman’s 
Home Companion. He _ succeeds 
Roger Dakin, who recently became 
editor of Collier’s. 


Fola to Erwin, Wasey 

Erwin, Wasey & Co., New York, 
has been named by Fola Fabrics, 
distributor of Dormy blankets, 
which are manufactured in Eng- 
land by Wormolds & Walker. Fola 
is a new advertiser. 


Guild Films Names Donato 
Guild Films Inc., Hollywood, has 
named Nat V. Donato, formerly 
national sales manager for C. P. 
MacGregor, eastern sales manager, 
with headquarters in New York. 


AS 


SAN DIEGO 
CALIFORNIA 


EVENING ‘opune Wd 


REPRESENTE 
WEST-HO 


market of 


YOUR PRODUCT in 


N DIEGO 


An ISOLATED 


710,808 PEOPLE 
... with an annual 


RETAIL SALES 


volume of over 


675 MILLION DOLLARS 


TEST COPY, TOO - 
SPLIT RUN INSERTIONS 


AVAILABLE 


D NATIONALLY BY THE 
LLIDAY CO., INC. 
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Macfadden Issues 
Food Portion of 


Cincinnati Study 


New York, Aug. 5—Macfadden 
Publications has come up with 
Part II of its recent Cincinnati 
study, “How 10 Magazines Reach 
Women.” The sequel covers the 
food field. 

Made on the basis of recall in- 
terviews of families covered in the 
parent survey, the study reveals 
what 491 typical families buy, 
where they buy it and what they 
spend. There are 87 product types 
covered. Comparisons are made of 
True Story Women’s Group read- 
ers as opposed to those who do not 
read these magazines. 

Further comparisons are given 
of TSWG with individual service 
magazines, showing the potential 
market, for specific products, for 
each advertising dollar spent in 
these magazines. 

Made by Crossley Inc., under the 
supervision of Everett R. Smith, 
Macfadden director of marketing 
and research, the food supplement 
shows that True Story Women’s 
Group readers “spend $11 billion 
per year on grocery store prod- 
ucts”—7,800,000 families spending 
an average of $117.67 per month. 
Non-TSWG families average 
$114.86 per month, the survey 
showed. 


Branift, Mid-Continent 
Airlines Merger Completed 


The stockholders of Braniff In- 
ternational Airways and Mid-Con- 
tinent Airlines have approved the 
merger of the two companies at 
special meetings held concurrently 
in Dallas and Kansas City. The 
Civil Aeronautics Board approved 
the proposed merger in June (AA, 
June 9). 

Thomas F. Ryan II, board chair- 
man of Mid-Continent, will be a 
member of the board of directors 
of the enlarged Braniff company. 
J. W. Miller, president of Mid- 
Continent, will become a v.p. as 
well as a member of the board. 
The combine gives the enlarged 
company more than 17,800 certif- 
icated route miles in the U.S. 
and Latin America. 


Minnesota Apparel Group 
Issues Apparel Magazine 


The Minnesota Apparel Indus- 
tries, a group of 65 apparel manu- 
facturing companies, 18 wholesale 
distributors and 19 associate mem- 
bers, has sent 15,000 copies of the 
1952 “Minnesota Inspired” ap- 
parel magazine to buyers and mer- 
chandise executives throughout 
the U.S. 

Dresses, lingerie, women’s out- 
erwear, men’s outer apparel and 
children’s wear are covered in 104 
pages of editorial material. Bozell 
& Jacobs, Minneapolis, prepared 
the magazine. 


Plan to Advertise Idaho 

A program to advertise Idaho is 
being planned by the state’s cham- 
ber of commerce. Hotel and motel 
associations in the state have gone 
on record as favoring the program. 
Paul V. Nash, secretary of the “ad- 
vertise Idaho” committee, said that 
“it is hoped that other private 
businesses and trade associations 
interested in tourist travel will as- 
sist in the project. We hope to raise 
$30,000 this year in the state, to be 
used in advertising media. We pro- 
pose to get the money first, then 
start the program.” 


MacKinnon Joins Small Agency 

Mrs. Jean MacKinnon, formerly 
retail fashion copywriter for G. 
Fox & Co., Hartford, has been 
named copy chief of William J. 
Smail Agency, Boston. 
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TINTINNABULATION—Bell’s Scotch gets 
some copywriting help from poet Edgar 
Allan Poe in this two-column copy set 
tor magazines this fall. Lawrence C. Gum- 
binner Advertising Agency handles the 
Scotch distiller’s account. 


Stix, Baer Runs 
28-Page Roto Ad 
on Co-ed Clothes 


Sr. Louris, Aug. 5—The St. Louis 
Post-Dispatch Sunday carried what 
it believes “may be the largest 
rotogravure advertisement ever 
devoted exclusively to college 
clothes for girls.” 

The ad—for Stix, Baer & Fuller 
department store—was in the form 
of a 28-page tabloid rotogravure 
section. The section contained 28,- 
000 lines, 14,000 in monotone and 
14,000 in four-color. 

Laid out like a newspaper maga- 
zine supplement, the section had 
more than 100 illustrations of col- 
lege style clothes available at the 
department store. 


Braniff Appoints Stewart 

Roy George Stewart, formerly 
advertising production manager of 
United Airlines, has been named 
advertising manager of Braniff In- 
ternational Airways, Dallas. 


Tucker Wayne Joins Ad Group 
Tucker Wayne & Co., Atlanta 
agency, has joined the First Ad- 
vertising Agency Group, a national 
network in 25 cities formed for the 
mutual exchange of services. 


WE BOUGHT 
HADACOL 


(The Bulletins, That is!) 


SPACE BUYERS, ADVERTISING 
MANAGERS, AND SALES MAN- 
AGERS HAVE THE OPPORTUNITY 
TO ACQUIRE THE USE OF THE 
EXCEPTIONALLY FINE PAINTED 
BULLETINS. CHOICE MAJOR AR- 
TERIAL HIGHWAY COVERAGE IN 


‘Christmas Survey’ Out 

The retail promotion division of 
Grey Advertising Agency Inc., 
New York, has issued the 1952 edi- 
tion of its 24th “Annual Survey of 
Christmas Ideas.” The survey is 
available at $15 a copy. The survey 
predicts the “biggest Christmas 
ever” and urges retailers to use the 
peak 1950 Christmas figures as a 


| target because of the highest con- 
sumer income on record. 


| 


j 
} 


AS PARTS OF FLORIDA AND 


ARKANSAS 
350 BULLETINS IN ALL. 
COMPLETE INFORMATION ON | 
REQUEST. 


MORIARTY ourvoor 


ADVERTISING CO., INC. | 
P.0. BOX 1924, BATON ROUGE, LA. 


Guild Co. Switches Agencies 

J. H. Guild Co., Rupert, Vt., 
maker of Green Mountain asth- 

matic compound and asthmatic 
cigarets, has named Street & Fin- 
ney, New York, to handle its ad- 
vertising after Sept. 1. At present, 
Charles W. Hoyt Co., New York, is 
the agency. 


Health Directory Issued 

The Public Affairs Press, 2153 
Florida Ave., Washington 8, has 
issued “American Health Direc- 
tory,” a 95-page listing of medical 
societies, official agencies and pri- 
vate organizations in the health 
field. The book is $2.50 per copy. 


“TEST TOWN’- 
//, BLUE RIBBON MARKET 


Look at South Bend’s standing in Indiana in sales per 
family! FIRST in retail sales. FIRST in food sales. FIRST 
in furniture-house-radio sales. FIRST in auto sales. 
SECOND in drug sales. SECOND in general mere shandise 
sales.* People buy in “Test Town.” Write for free market 
data book, “Test Town, U.S.A.” 
_ *Based on figures from Sales Management's 195¢ Survey of Buying Power. 


INDIANA'S 


Soulh Bend 
— Tribune - 


STORY, BROOKS & FINLEY, INC. + NATIONAL REPRESENTATIVES 


RaQS 
The South Bend, Ind. Market: 
7 Counties, I/2 Million People 


~ Parents 


GUAR. CIRC. 
350,000 


GUAR. CIRC. 
500,000 


GUAR. CIRC. 


1,400,000 


GUAR. CIRC. 
1,100,000 


GUARANTEED CIRCULATION 


1,950,000 


Redbook... America’s ONLY mass medium 


The Vital Magazine in 
the Vital Market 


RUN DOWN THE LIST... 
shown above.. 
coverage in the bright new field of Young 
Adults. None but REDBOOK has the mass 
circulation base and the breadth of reader 
appeal that stem from 100% 
concentration on the needs and desires of 
Young Adults. 

REDBOOK hasn’t chosen a nook or a 
special interest, but rather the entire field 


.or any magazine claiming 


Redbooks 47 


America’s ONLY Mass Medium for Young Adults 


for Young Adults 


and all self-interests of this vital 18 to 35 
group. It is edited for married and single, 
apartment and single-home dwelling, 


childless and parent, male and female 


Young Adults. 


. the publications 


editorial 


In brief, REDBOOK is the mass medium 
for this 65 billion-dollar market of eager- 
to have-to buyers—most of them with as 
yet unformed brand preferences. That’s 
why alert advertisers are selling Young 
Adults products and brands through 


ReDBOOK. And they're doing it at the low- 


the field! 


 — 


est cost per thousand of any magazine in 


THE VITAL on & THE VITAL MARKET 


Young Adults 


2,000,000 Circulation...More than 5,500,000 Readers 
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Independent Auto 
Financers Elated 
over GMAC Order 


Finance Conference, 
tion of independent 
sales credit companies, has hailed 
a federal court decision which pre- 
vents General Motors Corp. from 
monopolizing the financing of its 
cars. 

Judge Walter La Buy last week 
issued an order restraining GM 


an 


instalment contracts through Gen- 
eral Motors Acceptance Corp., a 
GM finance subsidiary. The deci- 


v.p. of the AFC, welcomed the de- 
cree, declaring it ended discrim- 
ination against independent fi- 
nancing agencies and opened “a 
new era of independence” for the 
GM dealers. 


Plan French Market Talks 
The Advertising and Sales Club 
of Toronto has scheduled a special 
conference on the French Cana- 
dian market for Sept. 23. The con- 
ference, which will be held in con- 
junction with the club’s regular 
meeting, will feature four speakers 
-Roland Beaudry, M.P., director 
of Vickers & Benson Ltd.; Paul 
glais, president, Radio Pro- 
gt@™me Producers; Yves Bour- 
as@™ v.p., Walsh Advertising, and 
Raowl Daigneault, account execu- 
ti Cockfield, Brown & Co. The 
safins in English— will be held 
at the Roya! York Hotel, Toronto. 


Scott Heads Sales Promotion 
Féank G. Scott, formerly adver- 
tising manager for Rosenberg Bros. 
& Cp., San Francisco packer of 
d fruits and nuts, has been 
n d sales promotion manager of 
California Prune Marketing 
P am, which is under the au- 
th y of the director of agricul- 
tugeof California. He will coordin- 
at@@he consumer advertising pro- 


a 


i eh eet ee 


gram sponsored jointly by the 

California prune growers and 

prune packers 

McGraw-Hill Net Up 
M@Graw-Hill Publishing Co., 

and ‘subsidiaries, New York, for 


the Bix months ended June 30, 
1952; report consolidated net in- 
comé@, after al! charges and taxes, 
of $1,465,804. This compares with 
$1,240,893 for the first six months 


No. 1 in a Series 


50°000*000 
MILES 


DOOR TO DOOR 


Yes Sir... 
The experience of 50,000,000 
moving miles by National Van 
af Lines, Inc. is at your service. 
Mm Too... 
> The new National equip- any 
ment is the finest in the 
industry. Those who use Na- 
tional are satisfied — thousands 
of testimonials are available. 
BOG c0 
National—direct Van Service 


throughout the 48 states 
For the best moving service, 


Fond 


‘3 


os contact your nearest National 
. office or agent— refer to the yellow 
Ni pages in your telephone book. 
; wiot AGENCY Ong,,, 
nner Noy 


FRANCISCO NEW YORK 


NATIONAL VAN LINES :. 


EXEC. OFFICES: 2431 IRVING PARK ROAD 
CHICAGO, 


a) 


Cuicaco, Aug. 5—The American 
associa- 
automobile 


from forcing its deaiers to route 


sion ended an action begun 14| 
years ago by the government. | 
Thomas W. Rogers, executive 


Ross Roy Appoints Four 


R. H. Jacobs, formerly account 


executive on the Grove Labora- 
tories account with Gardner Ad- 
vertising Co., St. Louis, has been 
named account executive in the 
drug group of the Chicago office 
of Ross Roy Inc. Leslie C. Green 
has been named art director. John 
Routledge, formerly in charge of 
the Chicago office of Julius Klein, 
public relations consultant, and 
John M. Stratton, previously with 
Rogers & Smith, Kansas City, have 
been appointed account executives. 


Strauchen & McKim Adds 3 

Strauchen & McKim, Cincinnati, 
has been appoin‘ed to direct ad- 
vertising for three Cincinnati 
manufacturers: DuBois Co.; 
Thoroughbred Co., and Chemical 
& Industrial Corp 


KFEL-TV Joins NBC-TV 

KFEL-TV, Denver, has affiliated 
with National Broadcasting Co. 
This station is the first to go on the 
air since the lifting of the pro- 
longed freeze on video station li- 
censes (AA, July 28). 


| ‘Royal Playhouse’ on Italy TV 


Bing Crosby Enterprises, Holly- 
wood, has signed with Radio Audi- 
zioni Italia to allow telecasting of 
13 “Royal Playhouse” TV films in 
Italy. The films will be shown on 
two Italian stations. The Italian 
company will dub the shows with 
Italian dialogues. 


Zift-Davis Moves in L.A. 

Ziff-Davis Publishing Co. has 
moved its Los Angeles office to the 
new Statler Center, 900 Wilshire 
Blvd. 
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ARB Adds 3 Cities for TV 
American Research Bureau has 
started regular television rating 
coverage of Cincinnati, Dayton and 
Columbus, O. This brings the total 
to 13 cities covered by ARB in 
regular monthly city reports 


WNHC-TV Names Evans 

James W. Evans, formerly in the 
advertising and promotion depart- 
ment of General Electric Co., has 
been appointed director of adver- 
tising and publicity for WNHC- 
TV, New Haven, Conn. 
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mass-circulation book. 


Twice as many orders were 
received from the same gift ad 
when it ran in American Home 
as when it appeared in another 


x \ 
A 


: \ 


as 


~~ 


Outpulling 12 magazines 
(some with larger circulation 
and costs), American Home 
produced record business on a 
household product for another 
Market Place advertiser. 


9 to lI return — A total of $9,000 
in mail-order furniture sales was 
rung up from a single advertise- 
ment in American Home costing 
less than a thousand dollars. 


Read and re-read by 2,900,000 MEN AND WOMEN 
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Knox Promotes Bittel 


William A, Bittel Jr.. who has 
been a sales executive for the 
Charles B. Knox Gelatine Co., 
Johnstown, N.Y., since 1946, has 
been promoted to v.p. and general 
sales manager. 


Canadian News Admen Meet 


The annual convention of the) 


Newspaper Advertising Managers’ | 


Assn. of Eastern Canada will meet! Ore., 
at the Mount Royal Hotel, Mont-| 


real, Sept. 11-13. 


| Appoints R. C. Peitscher 


R. C. Peitscher, formerly v.p. 
in charge of the Chicago office of 
MacDonald-Cook Co., has been 
named v.p. in charge of market- 
ing and research of Fulton, Mor- 
| rissey Co., Chicago agency. 


| Williams Joins Grant 


Shirley Williams, formerly with 
Blitz Advertising Co., Portland, 
has joined the staff of the 
newly opened Portland office of 
|Grant Advertising Inc. 


| NARTB 17th District Meet Set 


The membership meeting for the” 


17th district of the National Assn. 
of Radio and Television Broad- 
casters will be held Aug. 28-29 at 
the Multnomah Hotel, Portland, 
Ore. 


Peguillan Joins Borden Co. 


Edward J. Peguillan, formerly 
with Donahue & Coe, has joined | 
Borden Co., New York, as assistant 
to Philip E. Moonan, general man- 
ager of Elsie Enterprises. 


Johnson Is Cosmetics S.M. 


Russell F. Johnson, sales man- 
ager of the Waterbury, Conn., 
plant of Plume & Atwood Mfg. Co., 
Hartford, has been promoted to 
sales manager of the cosmetics di- 
vision. 


‘Sponsors Football on KOA 


Standard Oil Co. of Indiana, for 
the sixth consecutive season, will 
sponsor the University of Colorado 
football games this fall over KOA, 
Denver. First game is Sept. 20. 


a 


Re 


The best judges of a magazine’s responsive- 
ness are the mail-order advertisers, every one 


of whose ads must pay off in dollars and cents 
returns. Like display advertisers, mail-order 
advertisers find American Home their best 
medium. More 1951 mail-order advertisers 
are back again this year in the American 


Home Market Place than are back in any 


other mass-circulation magazine shopping 


section — bar none! 


with a consuming interest in their homes 


Toronto Stock Exchange in 
Centennial Fete in October 

The Toronto Stock Exchange 
will celebrate its 100th annivers- 
ary next October with a big ad- 
vertising campaign. Plans have 


| not yet been completed, but Craw- 


j 


ley Films Ltd., Ottawa, is now 
| producing a film, “Immediate 
| Action,” which depicts Cardinal 


Richelieu’s role in the founding of 
New France. 


Exquisite Bra Names Agency 

Exquisite Form Brassiere (Can- 
ada) Ltd., Toronto, has appointed 
Muter, Culiner, Frankfurter & 
Gould, Toronto, to direct its ad- 
vertising and merchandising. Ex- 
tensive advertising plans will in- 
clude the use of car cards, 24-sheet 
posters, point of sale displays and 
cooperative advertising and other 
merchandising aids for the dealer. 


Appoints George Idelson 
George Idelson, formerly with 
the advertising department. of 
Hecht Co., Washington department 
store, has joined the copy staff of 
Kal, Ehrlich & Merrick, Washing- 
ton agency. 


CALL IT 


Influence 


Ee 

... the strong 
persuasiveness of 

THE DALLAS NEW 


“I don’t care, The News says rain!” 


e@ No man ever considered that 
“love, honor and obey” would trans- 
late into his carrying an umbrella. 
But in North Texas, where The 
News holds sway, he may as weil be 
resigned to his wife’s insistence when 
she has read it in The News. 


@ Call it influence . .. it’s the added 
dimension to print that comes of 
reader trust and confidence, a force 
that carries over to advertising in 


The News. 


e@ Throughout the 72-county Dou- 
ble Dallas Market, home to more 
than a third of Texas’ population, 
The News is the respected friend 
and adviser. Your sales story in The 
News goes to this nearly four-billion 
dollar market with merchandisable 
coverage — with the incisive impact 
of a wife's suggestion. 


She Dallas 
amos, 


pe & WOODWARD INC. REPRESENTATIVE 
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in the patm of your hand! 


Green Bay is a compact, self-sufficient metropolitan market— 
Wisconsin's 3rd largest — free from disturbing outside influ- 
ence . . . perfect for product testing! Stable, 
diversified employment, industry and agriculture 
enable a wide cross-section of economic, social 
and nationality groups to absorb nearly 265 million 
dollars annually in wholesale-retail sales! 
The Gree Bay Press-Gazette blankets this inde- 
d etropolitan market with a 99% coverage 
of City Zone Homes, 95% of homes in the /Aetropolitan 
Zone — the 35,000-pius circulation assures you of adequate 
spread with positive control! Grocery Store Panel Weekly 
Audit for Brand Tests and full merchandising assistance offer 
hi + 


information! — Phil McClosky, a winning ¢ ion — your product in The Press-Gazette! 
General Advertising, 


Write, wire or phone collect for com- 


plete 
Manager, 


be GREEN BAY wisconsin PResS-GAZETTE 


|GE Promotes Three 

General Electric Co. has pro- 
moted three of its members follow- 
ing the establishment of a market- 
ing section in its wiring device de- 
partment in Bridgeport, Conn. 
Frederick C. Dazley has been pro- 
moted to manager of the new mar- 
keting organization. Warren R. 
Becker, manager of standard line 
sales in the conduit products de- 
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WOL-TV Must Stop 
Being Commercial, 
Iowa Stations Say 


Des Morngs, Ia., Aug. 5—The 
Iowa Broadcasting Assn. at its 
second annual meeting adopted a 
resolution calling for “reasonable 


partment, has been advanced to termination” of WOI-TV at Iowa 


manager of wiring device sales, 
succeeding Mr. Dazley. John T. | 
DisCepolo succeeds Mr. Becker. 


Frommelt Adds PR Duties 


Henry Frommelt has been ap- | 


pointed director of public relations | 
for Gamble-Skogmo, Minneapolis, 
in addition to his post as assistant | 
to Carl Raugust, v.p. in charge of 
merchandising. 


Chase Bag Promotes Norcott 


R. F. Norcott has been promoted 
to sales manager of Chase Bag 
Co., Milwaukee. 


sentinel 


but 
Sentinel 


is a newspaper 


| 


State College at Ames, Ia., as a 
| commercial station. 

The resolution said commercial 
| activities of the station, originally 
| designated as an educational sta- 
|tion, constitute “unfair competi- 
tion and improper use of the tax- 
payers’ money.” The resolution was 
sent to state officials, congressmen 
|and the Federal Communications 
Commission. 

The group asked that the presi- 
dent of Iowa State be called upon 
to state publicly the future plans 
of WOI-TV regarding “continu- 
ance of their commercial opera- 
tions.” 

The TV station, located 32 miles 
north of Des Moines, is the only 
station now operating in the state 
with the exception of WOC-TV 
at Davenport, along the eastern 
border of the state. 


8 William B. Quarton, general 
manager of WMT at Cedar Rap- 
ids, and retiring president of the 
association, declared during the 
discussion on the resolution that 
the commercial operation of the 
college station forces privately 
owned Iowa stations to compete 
with their own tax dollars. 

Mr. Quarton also claimed that 
the college station is not carrying 
enough informative programs to 
qualify it as an educational tele- 
vision station. 

Ed Breen, president and general 
manager of KFVD, Ft. Dodge, was 
named as president to succeed Mr. 
Quarton. Ben Sanders of KICK, 
Spencer, was elected v.p., and Ken 
Gordon of KDTH, Dubuque, sec- 
retary-treasurer. 


Campbell Soup Appoints 
D-F-S, Compton in Canada 
Dancer-Fitzgerald-Sample, Tor- 
onto, has been named to handle all 
advertising for Franco-American 
products in Canada by Campbell 
Soup Co., New Toronto. The 
agency now handles advertising 
for V-8 Cocktail vegetable juices 
and Campbell’s tomato ketchup. 
D-F-S handles Franco-American 
products in the U. S. 

Compton Advertising Inc. has 
been named to handle Campbell's 
pork and beans advertising in 
Canada. Compton handles the ac- 
count in the U.S. Cockfield, Brown 
& Co., Toronto, is listed as the pre- 
vious agency for Canadian adver- 
tising for Campbell. 


Promotes Wade Fairchi]< 
Wade Fairchild, head of the 
book division, has been promoted 
to the advertising sales staff of 
Women’s Wear Daily by Fairchild 
Publications Inc., New York. 


Si. Louis Agency Moves 
Batz-Hodgson-Neuwoehner, St. 
Louis agency, has moved to new 


| 
| 
| 


| 


~¥ 
A desk man on The Sentinel is a sentinel who guards it Coke... with a capital, please—just as you spell 
against mistakes—such as the careless misuse of Coca-Cola with cap initials. 
> roper names. i 
proper names P.S. The quality of Coke has been safely guarded for 
For example, he makes sure that the name of his paper 65 years. Have a Coke, and work refreshed. 
always gets the capital treatment it deserves. 
_ In the same way, he sees that Coke is always spelled 
: with an upper-case “C,” for Coke, too, is a proper 
‘es name, It is the friendly abbreviation for Coca-Cola— Ask for it cither way 
a and both “Coke” and “Coca-Cola” are registered - both trade-marks 


trade-marks as well as proper names. mean the same thing. 


Good practice requires the owner of a trade-mark to 
guard it diligently. That's why we ask that you make 


THE COCA-COLA COMPANY 


REG US PAT OFF. 


‘Coke e 


and larger quarters at 122 N. Sev- 
enth St. 


Jerome Reese Agency Moves 


Jerome Reese Advertising, Chi- 
cago, has moved to 228 N. LaSalle 
St. 


» « » YOu are 
looking for 


NATIONAL 
DISTRIBUTION! 


uo you are « or ad 
agency man it will pay you to ost all 
ihe facts about quick, low cost national dis- 
tribution produced by the direct-to-consumer 


= services of our experienced merchandtsing 
—y are @ Svaiiable at no cost or obligation to 
po . for initial ane. product and 
market analysis, cop istance and follow 
through. Learn about fy old and proven plan 
that can start thousands of sales-wise men = 
women working for you in 48 states 
their own expense Write now to 


OPPORTUNITY MAGAZINE 
Dept. Al31, 28 E. Jackson Bivd., Chicago 4, Ill. 
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Photograph by William S. 


MUSIC IS A GOOD EXAMPLE. The composer writes a concerto for piano or violin. For his work to reach an audience of thousands or millions of hearers, 
it must be faithfully and sympathetically interpreted by an artist or craflsman who operates... be it carefully noted ... a sound-making machine called a piano or 
violin. e The same is true, in principle, in advertising art. The art director and artist together produce the visual copy for a fine color advertisement. Before this 


copy can reach an audience of millions of readers, it must be faithfully and sympathetically reproduced by photoengraving craftsmen who operate a multi- 


i tude of special machines: cameras, etchers, routers, presses. But these machines do not produce the reproduction any more than the piano or violin, of 
themselves, reproduce a concerto. In advertising, as in music, it is the skill of the interpreter that determines the quality of the message delivered to the 

audience. At C M &H the photoengraver: photographer, stripper, etcher, finisher, proofer, works with the artist's copy before him as the pianist 
: : or violinist plays to the composer's score. The artist's intentions must be clearly grasped and faithfully executed within the limitations 
of the engraving medium. Every step of the way, quality is determined by unremitting skill of hand and eye. Many advertisers 
s Have you seen our color movie, “The Picture’s the Thing”, 


hich tehes you behind the erence of photoongraving? and agencies, from coast to coast, that buy the best art for advertising, come to us for the best photoengraving inierpretation. 
whic a 2 
Write now and arrange for an early showing. 
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Paducah Duke Gets Program 


The Duke of Paducah, “Grand 
Ole Opry’s” famed comedian, will 
head his own network radio show, 
“The Duke of Paducah and the 
Opry Gang,” beginning Aug. 16 
over National Broadcasting Co., 
10: 30-11 p.m., EDT. The show will 
be sponsored over 25 stations by 
Locke Stove Co., through R. J. 
Potts-Calkins & Holden, Kansas 
City, Mo. — 


Hearst Shifts Cavanagh 

William T. Cavanagh has been 
shifted from the advertising staff 
of Cosmopolitan to the advertising 
sales staff of Good Housekeeping, 
both Hearst publications. 


Carlinn Fabrics to Silton 

Silton Bros., Boston, has been 
appointed to handle advertising for 
the furniture fabrics division of 
Carlinn Fabrics Corp., Boston. 


with ALN 


Betayfiow 


At Last! Rayon Publishing Has Found 


the Right Name for Its 


New York, Aug. 5—Keeping up 
with changes in the fabric field is 
no easy job, but Rayon Publishing 
Corp. believes it now has the for- 
mula to cover all future develop- 
ments. 

Twenty-eight years ago the com- 
pany began publishing a magazine 
called Rayon. In 1928, the name 
was changed to Rayon Journal. In 
1933, the magazine absorbed Tex- 
tile American and merged with 
Meillian Textile American. Three 
years later, in 1936, the publication 
became Rayon Textile Monthly 
and in 1938 it absorbed American 
Silk Journal. For 10 years there 
was stability, and then in 1948 the 
name naturally had to be changed 


Textiles Magazine 
September 


merce. 


Mr. Adams told AA there will be | 
no changes in format or ad rates, 


but he said the magazine will in- 
crease its coverage of the chemical 
fiber field. 


Dodge Promotes Hastings 

Hill W. Hastings, with the com- 
pany since February, 1950, has 
been promoted to sales promotion 
manager of Home Owners’ Cata- 
logs, published by F. W. Dodge 
Corp., New York. 


issue. Mr. Adams is 
stepping down as editor and will 
be replaced by Robert E. Ellsworth, 
former synthetic textiles editor of 
the New York Journal of Com- 


AO VER 11S 8 


at Point-of-Sale! 


Using 
THe AD-VER-TIS-ER, INc., Fort WAYNE, INDIANA 


to Rayon & Synthetic Textiles. } 

Reingold Names Dodsworth 
Harry Dodsworth, formerly with 

John C. Dowd Inc., Boston agency, 


has been appointed copy chief of 
Reingold Co., Boston. 


® Now, in 1952, publisher Francis, 
A. Adams has announced that the 
monthly magazine will become 
Modern Textiles Magazine with its 


PROJECT: To determine the type of informa- 
tion most helpful to men with buying influence. 


PROCEDURE: Questionnaires were mailed to 
a cross section of one industrial company’s cus- 
tomers and prospects in eight fields of industry. 
é A total of 1,420 replies by men with buying in- 
fluence in industry was evaluated. 


‘RESULTS: Replies grouped according to the 
respondents’ function in industry showed that 
men in management found case histories and 
illustrations of the product most helpful to 
them. Information pertinent to the physical or 
chemical properties of a product was useful to 


MOST HELPFUL TYPES OF INFORMATION IN ADVERTISING 


YPE OF INFORMATION DOES THE READER 
LOOK FOR IN INDUSTRIAL ADVERTISING?” 


Case Study Shows: 
INFORMATIVE ADVERTISING 
ASSURES READER INTEREST 


men in production, research, and purchasing 


CONCLUSION: Men who influence buying in 
industry prefer advertisements which have fac- 
tual information about a manufacturer’s prod- 
uct and its application. 


* * * 


A complete report of the above study is con- 
tained in our Research Department’s Labora- 
tory of Advertising Performance Data Sheet 
#3236. If you want facts regarding this or other 
subjects related to business paper advertising, 
ask your McGraw-Hill man. 


| Keck Elected Henri, Hurst V. P. 


| THREE-PAGE AD—Adrienne Falcon, Chicago 

model, holds a reprint of the three-page 

ad that Elgin National will run during De- 

cember in Country Gentleman, Life, Pro- 

gressive Farmer and The Saturday Evening 
Post. 


Elgin Announces 
Christmas Ad Plans 


Eoin, Itt., Aug. 5—Elgin Na- 
tional Watch Co. will supplement 
its regular pre-Christmas maga- 
zine campaign with both newspa- 
pers and television this year. 

The magazine campaign will 
consist of a full-color page each 
in Country Gentleman, Life, Pro- 
gressive Farmer and The Saturday 
Evening Post during both October 
and November, plus a_ unique 
three-page ad in these same pub- 
lications in December. 

The newspaper portion of the 
campaign will consist of 980-line 
ads in papers in several markets. 
| Two-color ads will be used wher- 
}ever color facilities are available, 
| and most of the ads will appear on 
| Dec. 5. 
| A heavy schedule of TV spots 
lin major markets during October 
and early November will promote 
layaway shopping. These will be 
| followed by a series of spots stress- 
|ing the sentimental gift appeal of 
|an Elgin watch. 

Young & Rubicam, Chicago, is 
| the agency. 

| Elgin will offer consumers 33 
different models, ranging in price 
from $33.75 to $295. 


| Outdoor Ad School Set 

The 1952 School of Outdoor Ad- ; 
vertising will be held Aug. 18-22 
|at the University of Notre Dame. 


This year’s school will deal entire- =| 
ly with the public relations of the 

outdoor advertising industry. At- { 
tendance is limited to outdoor ad- | 


vertising plant operators and their 4 
employes. : 


Kirwan Joins Brewer & Co. 

Jack Kirwan, formerly with 
WHAS-TV, Louisville, has been 
named radio and television direc- 
tor of Bruce B. Brewer & Co., Kan- 
sas City agency. 


John Scott Keck, radio and tele- 
vision director, has been elected a 
v.p. of Henri, Hurst & McDonald, 
Chicago. 
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Replies in each group add up to more than 100% because many men checked more than one type of information. 


McGRAW-HILL PUBLISHING COMPANY, INC. 
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330 WEST 42nd STREET NEW YORK 36, N. 
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BEST-SELLING 
Fine artists @ Commercial artists @ Art directors @ 


Amateur artists @ Printmokers @ Artstudents @ Art 

teachers @ Sculptors @ Craftsmen @ Architects . . 

*250,000 reoders . . . @ $40,000,000 closs market! 

see AMERICAN ARTIST magazine every month 

e; Ramn 
Research Agency. R N.Y 

Paid circulation now 40,000 copies o month — the larges! 

circulation of any art mogorzine! 


*Sartey made 
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Write or phone for sample copy ond deto 
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Chickering 4-2878 
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in TOTAL ADVERTISING 


Here’s what happened in Pittsburgh during the first 6 months of 1952 as a con- 
stantly increasing number of advertisers kept constantly increasing their promo- 


tions in the Post-Gazette—Pittsburgh’s Great Morning Newspaper. 


NEWSPAPER LINAGE 

POST-GAZETTE 5,709,265 
SUN-TELEGRAPH (Daily) 5,693,493 
PRESS (Daily) 9,462,249 
SUN-TELEGRAPH (Sunday) 3,266,545 
PRESS (Sunday) 4,671,673 


previous year in its history. 


- SatTrseurcn 


GAIN OR LOSS 


314,537 GAIN 
737,432 LOSS 
261,685 LOSS 

79,084 LOSS 
283,016 GAIN 


* The Post-Gazette was the ONLY Pittsburgh daily to gain 
in total advertising during the first 6 months of 1952! 
And this gain was on top of a GAIN, because in 1951 
the Post-Gazette set an all-time record in total adver- 
tising—publishing 1,200,000 more lines than in any 


Pittsburgh’s GREAT 
Morning Newspaper 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 
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27,500,000 Autos Have Radios, BAB Says and {ne, Ridder publications’ in- Files for TV in San Jose 


Peoria, Aug. 5—There are 27,- 
500,000 radio-equipped automo- 
biles in the country. Of these, 20,- 
000,000 have been added in less 
than seven years. This constitutes 
an entirely new advertising medi- 
um worthy of annual cultivation to 
the tune of $125,000,000. 

These are some of the points 
made by Kevin B. Sweeney, v.p. 
of Broadcast Advertising Bureau 
Inc., when he unveiled the first 
national survey of radio’s “listen- 
ers on wheels” before the Illinois 
Broadcasters Assn. 

Conducted by The Pulse and fi- 
nanced by BAB, the survey was 
completed in late spring. Among 
other things, the survey showed 
that radio has understated its auto- 


mobile audience by approximately | 


4,000,000 automobiles. 


@ “It is characteristic of the con- 
servative research claims made by | 
radio for over three decades that | 
we have understated our potential 
audience,” Mr. Sweeney said. | 
“The Jan. 1, 1952 (industry) 
estimate on the percentage of ra-| 
dio-equipped automobiles was 
63.5%. Actually, this first check 
on ownership made only three 
months later. shows that the na- 
tional average is 70.5%. And with! 
the evidence that 92.4% of the| 
postwar automobiles are radio! 
equipped, it should be only a few} 
ears before radio’s saturation of | 
‘h family automobile is as com- | 
te as radio's saturation of the} 
fiOme,” he said. 
Mr. Sweeney called on broad-| 
@@sters to make use of automobile | 
figures for their own en 
Markets 
*More than one-third of all U. S.| 
adults ride in radio-equipped auto- | 
MDbiies every day. That's worth at 
st $125,000,000 a year additional 
dvertisers are willing to spend 
0,000,000 on the four magazines 
(@ollier’s, Life, Look, The Satur- 
Evening Post) whose circula- 
1 doesn't come within 12,000,000 
ti of the automobile radio audi- 
ire alone.” 
S Some of the other survey find- 
are 
. Radio listening in automobiles 
is very much higher during most 
ho@rs than the highest home listen- 
i figures. An average of one- 
thitd of all the sets are in use at 
alf times. (Listening was checked 
een 7 a.m. and 8 p.m.) 
Approximately eight out of 
ten cars in very large cities are ra- 
dio-equipped, with the northeast 
quarter of the U. S. having the 
highest percentage (75.1%) of ra- 
dio ownership 
3. The western quarter of the 
country has a slightly higher aver- 
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DUPLISTICKERS. 
for EASY Addressing 


DUPLISTICRERS moke your duplicator on 
oddressing machine, and cor also make up to 
4 copies in your typewriter too. Package of 25 
lettersize sheets (825 labels) 60¢ ot Stationery 
ores 


Write today for FREE sample package 


EUREKA SPECIALTY PRINTING CO 
S67 ELECTRIC ST. SCRANTON 9, PA 


DUPLISTICKERS 
are made only by 


age listening level the new 
4. About 
now in automobiles. 


Haeg Boosted to Head WCCO 
Following WTCN-TV Merger 


Larry Haeg, farm service direc- jj} be affiliated with ABC and 0lds a similar position in the tele- 
tor of WCCO, 
been promoted 
ger. He succeeds Gene Wilkey, who 
has been reassigned by Columbia 
Broadcasting System, 
merly owned 


along with 


apolis, by 


the station, to an- Mo., 
other executive position and suits, has appointed Litman- 

WCCO recently was 
WTCN-TV, 
Midwest Radio-Televi- ously, 
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largest summer quarter campaign. 
_ San Jose Television Broadcast- ap Bn oc acaudlon aie ae 
of all radios are ©OMtrolled corporation, Mid-Conti- | 18 Co. has filed application to than 30 pages running during July, 
nent Radio-Television Inc., owned @Perate KSJO-TV_ on Channel 11 August and Sept — 

ee ee ; ptember—nearly 
WTCN-TV. The combined WCCO- !" San Jose, Cal. President of the 

f cor t Patrick H. P half of them in color. 
WTCN-TV operation will use the °°™POra ion is Patric eabody, G 

k ublish d f KSJ Emphasis in July and early Au- 

WCCO call letters. The radio oper- P = oa cw 6 O. gust has been on electric fans 
ation will continue as the CBS out- Charles F. Mallory, executive v. p. ) ‘ 


Automatic blankets will be fea- 
let, and the television operation and general manager of KSJO tured for September. Ads for other 


appliances are fairly evenly dis- 
tributed over the quarter. Young 
& Rubicam, New York, is the agen- 
cy. 


terests 53% 
arrangement a Ridder 


vision operation. Capita! for the 
new station was raised through a 
subscription among 40 residents 
of Santa Clara Valley. 


Minneapolis, has DyMont as well as with CBS. 

to general mana- 

Walter & Co. Names Agency 
Louis. Walter & Co., Kansas City, 

maker of Betty Jean coats 


which for- 
R&R Appoints Crawford 
Virginia Crawford, formerly in 
the media department of Hixson & { 
; The small appliances division of Jorgensen, San Francisco, has been j 
the company was a direct General Electric Co., Bridgeport named time buyer in the San Fran- 


Color Pages in Magazines 
acquired, Bremson & Associates, Kansas City, Promote GE Small Appliances 
Minne- to direct its advertising. Previ- 


sion Inc., of which CBS owns 47% advertiser. Conn., currently is conducting its cisco office of Ruthrauff & Ryan. * 
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Names Monroe F. Dreher Inc. 

Monroe F. Dreher Inc., New 
York, has been appointed to handle 
national advertising and promotion 
for Bright Star Battery Co., Clif- 
ton, N.J. A national promotion for 
Bright Star flashlight battery, pho- 
toflash, radio and industrial bat- 
teries is being planned. 


Longman to Dowd, Redfield 
Harold S. Longman, formerly a 
Boston agency man, has been ap- 
pointed to the copy staff of Dowd, 
Redfield & Johnstone, New York. 


Flexiologs to Bozell & Jacobs 

Flexiologs Inc., New Holstein, 
Wis., has named Bozell & Jacobs, 
Chicago, to handle its advertising 
and public relations. 


Four A’s Appoints Welch 
Arvin J. Welch, Ist v.p. of Wil- 
son, Haight & Welch, Hartford, 
Conn., has been appointed to the 
government, public and educator 
relations committee of the Ameri- 
can Assn. of Advertising Agencies. 


Lindh Joins Graham Agency 

Stanley B. Lindh, formerly ad- 
vertising manager of Morse Drill 
& Machine Co. New Bedford, 
Mass., has joined the staff of Hugh 
H. Graham & Associates, New 
Britain, Conn., agency. 


Animatic Productions Moves 

Animatic Productions, New York 
producer of film presentations and 
TV commercials, has moved to 15 
W. 46th St. 


Runs Test for Candy Bar 

Ross Jurney & Associates, Salt 
Lake City, is conducting a mar- 
keting test in 11 western states for 
Mrs. J. G. McDonald Chocolate 
Co., which is planning to reenter 
the 5¢ candy bar field. 


Names Lavenson Agency 

Budget Uniform Center, Phila- 
delphia, has named Lavenson Bu- 
reau of Advertising, Philadelphia, 
to handle its advertising, sales pro- 
motion and publicity. 


Appoints Jackson Parker 
Jackson L. Parker has been ap- 
pointed advertising and merchan- 
dising manager of Graton & Knight 
Co., Worcester, Mass., maker of 
industrial leather products. 


Lever Bros. Appoints West 

Eugene M. West, formerly gen- 
eral sales manager for Lehn & 
Fink Products Corp., New York, 
has joined Lever Bros. Co., New 
York, as assistant sales manager 
of the Lever division. 


Gloeckner Elected President 
Charles Gloeckner, v.p. and with 
the company in a sales capacity 
for more than 25 years, has been 
elected president of Lotz Photo- 
Engraving Co., Philadelphia. 


Petri-Cote to Nat Kolker 

Petri-Cote Co., Philadelphia, ex- 
terior wall resurfacing concern, 
has named Nat M. Kolker Adver- 
tising, Philadelphia, to handle its 
advertising 
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We know what’s in store for you... 
It’s crystal clear! KMOX predicts bigger sales Comments from grocers, brokers and chain 
for you when you use Lee Adams’ “Housewives’ store executives all ran like this: 
Protective League—Sunrise Salute” programs. “We have had a large increase in sales....” 
Your participation means that your product The response was very gratifying 
: ; ; “We wish to commend you on the fine results....” 
will be merchandised (and more of it sold!) in y ; fi 
; . é , nel “One of the finest business builders....” 
retail stores representing virtually every chain, 
P “Our sales for that week more than doubled!” 
association and neighborhood grocery in 
greater St. Louis. If you sell anything that’s sold in St. Louis 
| grocery stores, you'll sell more of it when you 
Last season 2,177 grocers took part in Lee Adams use the most sales-effective participating 
? ANNUAL MERCHANDISING CAMPAIGN program in all St. Louis—Lee Adams’ “HPL— 
and featured more than a score of Lee Adams- Sunrise Salute” combination. 
Lee Adams’ 1952-53 MERCHANDISING CAMPAIGN 


| advertised products—in 26 newspaper ads 


representing 5,000,000 home impressions*— in 
customer mailings totaling 180,000 copies —and 


in literally thousands of store displays. 


* Latest available ABC circulation 


starts soon. To assure your sales future 
in St. Louis, better call us or CBS Radio 


Spot Sales right away. 


50,000 watta KMOX 


“The Voice of St. Louis” « CBS Owned 
Represented by CBS Radio Spot Sales 


Promotes A. H. Blount 

A. H. Blount, assistant to the 
president in charge of production 
for Tea Garden Products Co., San 
Leandro, Cal., has been promoted 
to general manager. Included in 
his new post will be direction of 
sales and advertising. 


Adams Named PR Director 
Claude D. Adams has been 
named public relations director in 
charge of advertising of Doman 
Helicopters Inc., Danbury, Conn. 


in the Toronto mai 
WHEN 


ONE NEWSPAPER 
TORONTO DAILY STAR 


PUTS IT RIGHT | 


IN YOUR LAP 


430, 317 


COPIES DAILY 


A.B.C. Publisher's Statement, Morch 31, 1952 
The strongest single 
Newspaper Advertising 
Force in Ontario's 
$3,500,000,000 
market 


TORONTO 
DAILY 
STAR 


80 KING STREET W., TORONTO 
UNIVERSITY TOWER BLDG., MONTREAL 
IN U.S.A.—WARD-GRIFFITH INC. 
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New York, Aug. 7—The latest 
incident in the battle of contro- 
versial figures versus their radio 
and teievision sponsors erupted 
yesterday when the New York Post 
published a story saying that 
James A. Wechsler, its editor, had 
been banned from future appear- 
anit / ances on the DuMont Television 

Network program, “Starring the 
wry Editors.” 
| According to Mr. Wechsler, the 
ban was imposed by the Grand 
Union Co., sponsor of the show, 
as an outgrowth of an article pub- 
lished by the Journal-American on 
July 16 “revealing” that Mr 
Wechsler joined the Young Com- 
munist League in 1934 while a col- 
lege student and left it three vears 
ee later, at the age of 22 


~S/ 


@e Mr. Wechsler told ADVERTISING 
Ace that he was approached last 
week by Robert W. Hersey, presi- 
dent of Badger & Browning & Her- 
sey—agency for the show—and 
asked to agree to withdraw from 
‘ the program in the hope that the 
controversy would “blow over.” 
Grand Union's sponsorship ends 
Aug. 20, and the agency felt a pub- 
lic dispute might affect a renewal, 
according to the Post editor. 
Mr. Wechsler told the agency he 
ould not withdraw “on principle” 
asked for an opportunity to 
Buss the matter with Lansing P 
Id, president of Grand Union 
“Starring the Editors” began 37 
weeks ago and, as one of a rotat- 
i panel, Mr. Wechsler has ap- 
ple on approximately one out 


of @very three shows 
: 


® Bhe editor said he was unable 


to Bontact Mr. Shield and subse- 

itly was informed by the agen- 
cyshat Grand Union had decided 
n@m to renew its contract when it 
e res Aug. 20. The agency then 
t him that it was imperative 
t he withdraw from the show 


I use of possible objections by 
PEGBpective sponsors, Mr. Wechs- 
ler Baid 

He again refused and on Aug. 5 
thefagency called to tell him that 
he Would not appear on the Aug. 6 
program. Lloyd Felmly of the New- 
ark® News replaced Mr. Wechsler 
on the show 
; He said he believed the agency 
a wag “honestly trying to work the 
thifg out,” was strictly in the mid- 
@Me of the controversy, and that 
Grand Union's president was re- 
sponsible for the ban 

Mr. Shield could not be reached 


EZE-STIK 


be CRYSTAL CLEAR 


Self-Adhesive on 


Me After successtul 3-month test by 

: American Express resulting in reorder, we 

announce EZE-STIK self-adhesive trans. 

parent acetate point-of sale display with 

crystal clear adhesive covering entire 

back or front 

ATTACHES in a jiffy to any smooth clean surtace 

a4 and adheres firmly indefinitely 

EFFECTIVE. Can be produced with clear ad 

hesive on face side permitting attachment 
to snide of windows and doors 

ALSO IDEAL for mirrors, refrigerator fronts, 

cash register, show Cases, etc 


Write for complete information ond sample 


EZE-STIK PRODUCTS CORP. 


‘Dept 42, 424 W. 33 Street, New York 1, NY. 
Chicoge Office: 228 N. LoSelle St. 


Wechsler, a Communist from 1934 to 1937, 
Is Dropped trom Grand Union's Panel Show 


ferred to as “public relations rep- 
resentative” for the company, said 
there would be “no comment what- 
soever.” 

The agency, too, was not in a 
talking mood. They told the Post: 
“We don't think there is any story 
in this and therefore we do not 
fee! we should contribute to your 
story.” They told AA: “We think 
there’s been too much made of too 
little already.” 

Prior to last night's program, the 
DuMont network cleared itself 


with an announcement that it had 
no part whatsoever in the decision 
to drop Mr. Wechsler. 

The show itself devoted the first 
five minutes or so to a discussion 
of the matter. Erwin Canham, pro- 
gram moderator and editor of the 
Christian Science Monitor, referred 
to his press release issued earlier 
in which he said, “I regret very 
much the dropping of James 
Wechsler from the ‘Starring the 
Editors’ program and did every- 
thing I could to prevent it.” 


® Panelist Alicia Patterson, pub- 
lisher of Newsday, said “I fee] 
strongly that it was a dreadful mis- 


take. . although I rarely agree with 
the opinion of the Post,” and made 
reference to victims of witch hunts. 

Edward P. Doyle of the Journal- 
American said “I regret terribly” 
that Mr. Wechsler’s point of view 
would now be missing from the 
panel. 

Mr. Felmly, the Post editor’s re- 
placement, remarked that “free- 
dom of opinion is our first consid- 
eration here as in the daily press.” 

Mr. Canham went on to thank 
the sponsor and agency for the 
privilege the panel had to speak its 
opinion freely, and the program 
then went into its normal fare. 

Badger & Browning & Hersey 
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said it has not yet signed a new 
sponsor although several were con- 
sidering the show. DuMont told AA 
that “Starring the Editors” will 
not run sustaining if no sponsor 
can be found. 

Asked if Mr. Wechsler would 
appear on the show in the future, 
an agency spokesman said: “We 
have every hope of ironing this 
Situation out to everyone's satis- 
faction.” 


® It has been known for some time 
that Mr. Wechsler was a member 
of the Communist Party in his 
youth. Three weeks ago, the Jour- 
nal-American story, reportedly 


First Award: Helena Rubinstein Lipstick 
Designed by Mrs. Martine Kane, art by Robert Whiteson, 


for Helena Rubinstein, Inc. . 


Larger than life figure 


and striking color background made a dramatic display. 
The center shelf held merchandise items. 


Honorable Mention: History of Pharmacy 


Designed by Robert Stephens, art by Robert Thom, for Parke, 


Davis Company 


Five paintings by artist Robert Thom 


depicted historic events in pharmacy ...Emphasized the 
pharmacist’s professional prestige, promoted prescriptions. 


Admiral Corporation 


Honorable Mention: Friendship’s Garden 


Honorable Mention: Nodding Man 
Designed by Robert Stephens, prepared for the 
.. Animated, torso pivoting 


*s SS eee 64S SE UE 


Designed by Alex Stauf, 
General Motors Photogr 
catalog showing cutaway 
and mechanism. Indexed 


Designed by A. J. Grodin, art by 
Lillian Bassman, prepared for Shulton 
& Company... The composition and 
coloring suggested product quality. 


left to right from the waist, with head upright . 


..- gives dramatic attention 


to the TV model. 


Second Award: Chevrolet Giant Album 


art by MacNamara Studios for 
aphic Division... A large illustrated 
sections of the automobile body 

for salesman’s demonstration, 


Hon. Mention: Old Sunny Brook 
Art by Charles A. Noel for National 
Distillers Products Corporation... 

The animated life-size figure 
was a major dealer promotion, 


Honorable Mention: Easter Bunny 
Designed by Philip Kaplan, art by Staples-Smith 
and George Greb, for Lovell & Covel Company 


.. The cartoon Bunny against the egg 
background is a strong candy vendor. 
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based on testimony Mr. Wechsler 
gave in a libel suit brought by Jack 
Lait and Lee Mortimer of the Mir- 
ror against the Post, came up for 
discussion on “Starring the Edi- 
tors,” with Mr. Wechsler partici- 
pating. 

The panel that evening praised 
Mr. Wechsler “for his activities as 
an anti-Communist liberal jour- 
nalist” in the last 15 vears. 

In a statement to the Post yes- 
terday, Mr. Canham referred to 
that telecast and said: “We ex- 
pressed our complete confidence 
in Mr. Wechsler as an active and 
very useful anti-Communist citizen 
and editor.” 


CBS-TV Sells Out Gleason, 
Makes Burns & Allen Weekly 


With the purchase of the last 
remaining time period by Ameri- 
can Chicle Co. for Clorets, Colum- 
bia Broadcasting System has sold 
out “The Jackie Gleason Show,” 
which starts Sept. 20 over CBS- 
TV (8-9 p.m., EDT). The program 
kicks off sponsored by Schick Inc. 
(Kudner Agency). Thos. Leeming 
& Co., maker of Silk ’n’ Satin hand 
lotion (William Esty Co.), picks up 
its first tab on Oct. 11. American 
Chicle’s first sponsorship (Dancer- 
Fitzgerald-Sample) starts with the 
Oct. 4 show. 

The “George Burns & Gracie 
Allen Show” will go on a weekly 


basis effective Oct. 16 when B. F. 
Goodrich Co. joins Carnation Co. as 
alternate sponsors. The show will 
be on film this fall. Batten, Barton, 
Durstine & Osborn, New York, 
bought the time for Goodrich. 


Appoints Peg Bolger PR Head 


Peg Bolger has been named pub- 
lic relations director and a mem- 
ber of the writing staff of Bert 
Johnston Productions Inc., Cincin- 
nati motion picture producer. She 
most recently conducted a tele- 
vision show, “The Feminine View- 
point,” over WTMJ-TV, Milwau- 
kee. Prior to that she had been 
public relations director of Wis- 
consin Central Airlines. 


Chicago Test Begins 
for Hair Arranger 


Cuicaco, Aug. 7—After four 
years of successful promotion in 
the Southwest, Boyer International 
Laboratories Inc. has brought its 
H-A Hair Arranger into Chicago 
for a market test. 

Boyer has its home office here, 
and the men’s hair dressing prod- 
uct is getting the benefit of a 90- 
day $50,000 campaign. Newspapers, 
radio and television are all being 
used. George H. Hartman Co. is 
the Boyer agency. 

Ads have featured a “frie trial 


Third Award: Miller High Life Beer Display 
Designed by Robert Stephens, photography by Greb & 
Scherck, for the Miller Brewing Company 
display for premium priced products, in five planes. 
Reproduction drew enthusiastic trade response. 


Prestige 


of Xmas Seals. 


Third Award: NTA Stand 

Art by Robert Stephens for the 
National Tuberculosis Association 
... Increased distribution and sale 


Ve 


THIRTEEN out of twenty-six! 


The Second Lithographers National Association 
Competition drew 2155 entries in all classifications 
from 127 lithographers; and 350 entries in the 
point-of-purchase Classifications, 

Entries were graded for maximums of 50 points 
for lithography, 25 for art and design, and 25 for 
functionalism. Entries scoring within ten points of 
Award winners were given Honorable Mentions. 

Einson-Freeman was not represented among the 
Officers and Directors of the Association, or in the 
members of the Competition Executive Committee. 
And no client of E-F served as a judge. 

Yet in four point-of-purchase classifications... 


Second Award: Sergeant's Dog 


Designed by Harry Haas for Polk Miller 
Products... The moving leg scratching the 
dog has high attention value. The lower 


panel shows the product line. 


CROSLEY 


TELEVISION 
Nee finer 1 jorbo ta at 


we grairt beanh 


Designed by Harry Haas, art by 


Honorable Mention: Turning Book 


prepared for the Crosley Corporation... An 
animated catalog which automatically turns pages, 
and demonstrates Crosley television models. 


CLE 


SSIONAL 
P deci oP 


First Award: Rilling Girl 
Designed by Robert Stephens, 
photography by George Greb, for the 
Rilling Company ... The odd-shaped 
frame augmented attention value. 


Einson-Freeman merited thirteen of the twenty-six 
Awards given...two Firsts, two Seconds, two Thirds 


and seven Honorable Mentions. 


This company is not unused to recognition, but 
such a large share of it overwhelms even us! .. . 
Thirteen Awards for Display to one lithographer 
should indicate to any advertiser the outstanding 


producer of effective displays. 
Your inquiries are invited. 


Einson-Freeman Co., iwc. 


Starr & Borden Avenues, Long Island City, New York 


Patson-Hesse, 


_ EMBASSY 


te yvour 


Hon. Mention: Embassy Cigarette 
Designed by James Madden, art by 
William Ritter, for P. Lorillard 
Company...The enlarged advertisement 
emphasizes product, recalls theme. 
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offer” involving a 30¢-size bottle 
free with purchase of a large-size 
bottle at 59¢ plus tax. 

Gene Hoffmann, Boyer sales 
manager, told AA that although 
H-A Hair Arranger has been a 
house line for 30 years, it was not 
promoted extensively until after 
World War II. He said the com- 
pany then launched a market-by- 
market campaign in the south- 
western states. He claimed that to- 
day H-A is the leading men’s hair 
dressing in Oklahoma and New 
Mexico. 


Heckethorn Promotes Hamill 
John Hamill, assistant to the v.p. 
in charge of sales, has been pro- 
moted to manager of automotive 
advertising fer Heckethorn Mfg. 
|& Supply Co., Littleton, Colo. 
| Richard Crain will be his assistant. 


| Dreher to Capper Publications 

Capper Publications Inc. has 
named deJane Dreher, formerly an 
account executive for Carr Liggett 
Advertising, Cleveland, in charge 
of sales promotion in its Cleve- 
land office. 


House & Carden F amilies 
Are A Highly 

Profitable Market For 
Household Equipment , 


House & Garden subscribers 
are interested in, and are able 
to buy all kinds of appliances: 
They own appliances 


to a far greater extent than 


average American families... 


They are heavy buyers of both 


major appliances 


and small appliances. 


June, 1950, Surtey 
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Next Month You'll Know 


How Right You Are Today 


when you instruct your agency to have 
Walk set your next ad. The assurance of 
your right decision may be found in the 
sampies I'll be glad to send you 


Dial MO noes 
4614 
JAY P. 


Stone & Heffner Formed 


]WT Promotes Cavallo, Guilbert 


Edward W. Stone Jr. and Mar- and Littig in Chicago Office 
vin K. Heffner have formed a new 


Stone 
St., 


agency, 


W. Grace Richmond. 


& Heffner, at 310 
Both 


Peter A. Cavallo Jr. has been 
promoted to director of the radio 
and television department in the 


principals previously worked for Chicago office of J. Walter Thomp- 
Cabell Eanes Inc., Richmond agen- 
cy. Mr. Stone was creative direc- 


tor and Mr. Heffner copy chief. 


of El Paso. 


An Independent Newspaper 
Morning and Sunday 


NOW READY—1952 EDITION 
GROCERY PRODUCT 
DISTRIBUTION SURVEY 


A check of 72 classifications in 50 grocery stores in the city 


TO CHECK YOUR DISTRIBUTION 
Write General Advertising Department, Newspaper Print- 
ing Corporation, El Paso, Texas. 


FOR YOUR FREE COPY 


Ghe El JPasn Cimes El Paso Herald-Post 


A Scripps-Howard Newspaper 


son Co. Robert M. Guilbert has 
been advanced to assistant director 
and C. Ross Littig to administra- 
tive assistant in the department. 
Mr. Cavallo began his career as 
a musician in 1923 and, in 1931, 
turned to radio as a director and 
producer. He has also been musi- 
cal director for a number of re- 
cording companies, including 
Brunswick and Columbia. He 
joined NBC in Chicago in 1941 as 
producer director. In 1945 he 
joined JWT as radio production di- 
rector and assistant manager of the 
radio and television department. 
Mr. Guilbert has been with JWT 
+ a years and Mr. Littig since 


RCA Victor Promotes Finn 
David J. Finn, advertising man- 
ager of the RCA Victor record de- 
partment, Camden, N. J., has been 
promoted to sales manager of the 
company’s custom records division. 


KAVL Has Device to Check 
Number of Radio Listeners 


KAVL, Lancaster, Cal., has de- 
veloped a radio audience measure- 
ment device which checks sets 
tuned to its frequency. 

Based on the fact that every 
radio receiver has an oscillator 
stage which emits a signal similar 
to a transmitter, portable equip- 
ment will tune to the frequency of 
this oscillator stage when a radio 
dial is set for KAVL. When this 
equipment is placed in a car, the 
number of sets tuned to the sta- 
tion during each 15-minute period 
can be determined by merely driv- 
ing through the streets of Lan- 
caster. 


Promotes W. B. Johnson 

W. B. (Wib) Johnson, advertis- 
ing manager of heating equipment 
of the Ingersoll products division 
of Borg-Warner Corp., Kalamazoo, 
Mich., has been promoted to sales 
promotion manager of Norge Heat 
division of Borg-Warner. Before 
joining Borg-Warner, he was as- 
sistant advertising manager of the 
Good Luck food division of Lever 
Bros. Co., Chicago. 


lt Pays to do Business with Reilly 


Because Reilly is completely staffed with 
specialists. Take our chief pressroom con- 
sultant above, for instance. He’s checking 
the first proof pulled off the press. His all- 
around knowhow is the result of years of 
pressroom experience with black and white 


and four-color printing. 


Basically, this man’s specialty stems from 
an exhaustive knowledge of every phase of 
electrotyping, plus a thorough familiarity 
with pressroom processes and procedures. 
That's the reason he can quickly deliver the 
answers to the most complex printing prob- 
tems, both in the planning stage and on the 


press. 


This man is just one of many specialists 
located in Reilly plants nationwide—ready 
to give swift, expert service wherever you 


are... whatever your problem. 


These men have 


contributed 


much to 


Reilly’s high-quality reputation—have been 
largely responsible for such revolutionary 
achievements as the pre-madeready electro- 
type—to assure better printing and reduce 
makeready time on the press. They form the 
backbone of the world’s largest electrotype 
company—a company with the technique, 
personnel, and progressive thinking to guar- 
antee you the finest reproduction possible. 


New York, Reilly Electrotype Division 


Wherever You Are, There’s Always 
A Reilly Plant Ready to Serve You! 


San Francisco, American Electrotype Division 
Indianapolis, Advance-Independent Electrotype Division 
Chicago, Lake Shore Electrotype Division 

Detroit, Michigan Electrotype & Stereotype Division 
New Haven, New Haven Electrotype Division 

Los Angeles, Reilly Plastictype Division 


q There’s Always a Man Who Knows at Reilly J 


eee ees 


% _ 305 EAST 45th STR 
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Haelan Labs Turns 
from TV to Radio 
for Tabs Promotion 


PHILADELPHIA, Aug. 5—Haelan 
Laboratories Inc., manufacturer 
and distributor of the 2¢ chloro- 
phyll chewing gum, Tabs, has 
turned from television to radio to 
promote its product. 

The company, which also pro- 
duces Blony and Bub bubble gum, 
had originally tested television 
|spots in New York and Philadel- 
phia when it first introduced the 
small sticks of greer gum in those 
| cities last March. 

A company spokesman said they 
| felt television was entirely too ex- 
|}pensive for a 2¢ item. Conse- 
quently, Haelan moved over into 
radio and expanded its coverage 
to 10 spots weekly in Boston, Pitts- 
burgh, New York and Philadel- 
phia, and the 15-minute weekly 
“Cliff Johnson Family” on WGN 
‘n Chicago. 


8 With distribution of Tabs now 
national, the company told AA 
this initial program of promotion 
would be expanded in the fall into 
the South and into the Midwest 
and then to the Pacific Coast. Spe- 
cific schedules have not been 
evolved as yet, but with encourage- 
ment from their current advertis- 
ing there is reason to believe it 
will be extensive and will stick to 
radio as against other media for 
the present. 

Haelan is also testing another 
retail type of sales promotion ac- 
tivity in the Quaker City. Reuben 
H. Donnelley Corp., sales promo- 
tion concern, is contacting retail 
outlets throughout this area to sell 
drug stores, grocers, candy store 
operators and other possible out- 
lets on the idea of carrying the 
round green Tabs containers next 
to their cash registers as change- 
makers. No results have been ob- 
tained as yet, but if this proves 
successful the plan may be ex- 
panded into other large cities. 

Franklin Bruck Associates, New 
York, is the Haelan agency. 


Match Award Entries Out 

The Match Industry Information 
Bureau, New York, has mailed en- 
try blanks for the first annual 
awards program for “distinguished 
use of book match advertising” to 
1,705 advertising executives. 
Awards will be made in 41 classi- 
fications of products and services. 
Deadline is Sept. 1 for entries, 
which may be obtained from the 
bureau at 1 E. 43rd St., New York. 


Crosley Promotes Gold 


Gene Gold, sales promotion 
manager of Crosley Distributing 
Corp., New York, has been pro- 
moted to advertising and sales pro- 
motion manager. 


| Todd Promotes Isbister 

John W. Isbister, with the com- 
pany since 1949, has been named 
commercial check sales manager 
for Todd Co., Rochester. 
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We tell agency men and manufacturers 
just about everything there is to know 
when it comes to that fabulous multi- 
billion dollar industry — DIRECT 
SELLING. We tell about it in a fas- 
cinating book entitled “The Quickest 
| Way to National Sales”— which, by 
the way, is a title 100% correct. Like 
Kipling’s honest serving men, it gives 
you the “who, what, where, how, why, 
when” (if that’s the proper order) of 
Direct Selling. Like to see a copy? 
Send for it on your company letterhead 
and it’s yours free of charge. 


SPECIALTY SALESMAN MAGAZINE 
Room 812-A, 307 WN. Michigan Ave., Chicago 1, III. 
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SHOW Heavy 


Mayor Farm MAGAZINES 


ADVERTISING GAINS 


DVERTISERS CONTINUE to show a growing 
A appreciation of the farm market and the 
need for farm magazines to reach and sell this 
great market. Advertisers increased their in- 
vestment in the six leading farm magazines by 
$2,200,000 in the first six months of 1952." 


Here is the dollar volume and the standing 
for each of these six farm magazines for the 


first half of 1952: 


*Official P.1.B. figures, 
January-June 1952 vs. 
January-June 1951. 


FARM JOURNAL . $4,926,547 
Country Gentleman . 4,684,979 
Progressive Farmer . . 2,967,380 
Successful Farming . . 2,501,135 
Capper’s Farmer ... 1,869,117 


‘Parm & Ranch .... LiS6#37 


Six month total . . . .$18,105,895 
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OR your own benefit, you should recognize one great 

advertising fable as just that and no more. It goes 
like this: mass circulation automatically excludes class 
circulation; if you want quantity, you must sacrifice 
quality. That just isn’t so! 

For example, the Journal-American is New York's 
largest evening newspaper by an overwhelming margin 
. . . carrying your sales message home to 42 of every 
100 families who read a metropolitan evening news- 


paper. That’s 123,000 families more than the second 
evening paper; 290,000 more than the third. 

Yet in New York’s 8 best suburban counties . . . 
first in buying potential, retail sales and income tax 
returns ... more families choose the home - going 
Journal-American than buy the two other evening 
newspapers combined. 

Remember, never discount quality just because it 
comes in quantity. 


: A HEARST SEWSPAPER = 
_ NATIGNALL® REPRESENTED SY HEARST ADVERTISING SERFICE 
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ROCKY MOUNT 


NORTH CAROLINA 


The LARGEST MARKET 
east of Raleigh and north of 
Wilmington served exclusively 
by its only newspaper the 
Evening and Sunday Telegram 
SENO FOR OUR STANDARD mnnnsy oath 800K 


Nationally Represented 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


inal | advertising centers 
—— GET OUR CITY ZONE FOLDER — 


Names T. Vincent Oppenheim New Books Agree on Value of Government 
Regulatory Help in Field of Marketing 


T. Vincent Oppenheim, formerly 
market research manager for the 
New Idea farm machinery division 
of Avco Corp., Coldwater, O., has 
been named research director in 
the San Francisco office of Bots- 
ford, Constantine & Gardner. 


Middishade Switches Agencies 


Middishade Co., Philadelphia 
maker of men’s clothes, has 
switched its account from Wayne 
Advertising, Philadelphia, to Ad- 
rian Bauer Advertising, Philadel- 
phia. Consumer and trade publi- 
cations will be used. 


1952 Survey of the Vending Industry 


16 Pages of Valuable, Factual Data Covering: 
@ $4485 STATISTICS SY PRODUCT 
@ OPERATING mETHOOS 
@surme forecasts 
Get the complete accurate picture of the vending indus. 
try's present standing as « vital merchandising force. 
Write right now on your company letterhead. 

VEND « ‘ie moreyine 


188 Randolph Tower Bidg. Chicage |, Wi. 


@ MARKITING PRACTICES 
© 1969-50-51 Comp, 
@RRAND PREFERENCES 


The Billboard Publish 


© CONCMNAT! @ GETROW @ OT 


Company 


New York, Aug. 5—A steady 
stream of marketing textbooks ap- 
pears to be coming forth from pub- 
lishing houses this summer. 

One of the recent arrivals is 
“Marketing in the American Econ- 
omy,” published by the Ronald 
Press Co. (737 pages, $6.00). Writ- 
ten by Profs. Roland S. Vaile, Uni- 
versity of Minnesota, E. T. Grether, 
University of California, and Rea- 
vis Cox, University of Pennsyl- 
vania, the book is intended for use 
in introductory college courses. In 
addition to a description of mar- 
keting activities, the authors pre- 
sent an introductory section ana- 
lyzing the social function per- 
formed by marketing in the Amer- 


|ican economy. 


8 Another recent publication of 
Ronald Press is “Principles of Mar- 
keting” (792 pages, $6.00), the fifth 
edition of the book written by two 


Ohio State University professors, 
Harold H. Maynard and Theodore 
N. Beckman. This revision was 
done by Prof. Beckman with the 
assistance of Prof. William R. 
Davidson of Ohio State. 

Prentice-Hall Ine. also has 
brought out a fifth edition of a 
textbook, “The Elements of Mar- 
keting” (968 pages, $8.00), written 
by Profs. Paul D. Converse and 
Harvey W. Huegy with the collab- 
oration of Prof. Robert V. Mitch- 
ell. All three are from the Univer- 
sity of Illinois. 


® By some coincidence, all three 
of these books end their discussions 
on the same theme: The question 
of hew efficient marketing is and 
what the government has done to 
regulate marketing. The conclusion 
in each of the volumes is more or 
less the same. It is an acceptance of 
the need for government action, 


Jon. Feb. 


Mar. 


What law 


sends pork prices up in summer 


Moy June July 


Aug. Sept. Oct. 


...down again in winter? 


Nov. Dee. 
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The well known law of supply and demand. With 
pork, it works like this: 


More than half the pigs are born in spring— 
also according to law, the law of nature. They 
spend a good six months growing to pork-chop 


size. 


As a result, fewer pigs are ready for market 


during the summer months. And meat packers 


have to pay higher prices in order to get enough 
pork to fill customers’ orders. 


Then, along about the time the first leaves fall, 


This chart shows the relationship between pork production and 
pork prices based on figures for 1947-49 (a typical period), 
which the government is now using as the index-base period. 


all these pigs begin to come to market. And the 


same thing happens as with any other perishable 


commodity (strawberries, eggs or oranges) when 


there is suddenly a lot more than there was. 


The price just naturally goes down! 


The chart above shows how the cycle goes. 


Less pork —higher prices through the summer fol- 
lowed by more pork, lower prices during the winter. 


Remember, summertime is the time when a 
big new meat crop is “growing up” on America’s 


farms and ranches. 


AMERICAN MEAT INSTITUTE 


Headquarters, Chicago * 


Members throughout the U.S. 
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such as performed by the FTC, 
‘and a defense of the over-all ef- 
ficiency of marketing. This conclu- 
sion is summed up in “The Ele- 
| ments of Marketing” as follows: 

| “Competition involves waste, but 
| in the long run it seems to be more 
|efficient than monopoly. Competi- 
tion is tough, but, if people lose the 
necessity for exertion, they degen- 
erate. 

“Much has been done to stop 
unfair practices and improve busi- 
ness ethics by the Federal Trade 
Commission, by trade associations, 
by better business bureaus, by state 
laws regulating advertising, by 
schools, and by chambers of com- 
merce. It must be admitted, how- 
ever, that much remains to be 
done. Making everyone honest is a 
big task. We need education es- 
pecially and also laws and enforce- 
ment agencies.” 


s A fourth publication is “Market- 
ing Research—Selected Literature” 
(218 pages, $5.00), published by 
the Wm. C. Brown Co., Dubuque, 
Ia. Compiled by Profs. Hugh G. 
Wales and Robert Ferber of the 
University of Illinois, this volume 
reprints outstanding articles on 
market research which have ap- 
peared in various journals over 
the past 10 years. A number of 
questions are appended to each 
article to highlight main points 
and in the back of the book there 
is a bibliography of the literature _ 
on marketing research. 


2 NEW TAX STUDIES 
ISSUED BY HARVARD 

Boston, Aug. 5—Harvard Uni- 
versity has published the fifth and 
sixth volumes in its general study 
of the effects of taxation on busi- 
ness. 

The fifth volume, Prof. Dan 
Throop Smith’s “Corporate Finan- 
cial Policy,” is a rather unstatisti- 
cal study of how taxation has in- 
fluenced various business prac- 
tices. It approaches the subject 
from two angles: A _ theoretical 
analysis of what might be done 
and a field investigation of what is 
being done. The author tries to 
describe the tax considerations “as 
only one set of forces among the 
many which are significant for a 
particular decision.” 


® The sixth volume is a discussion 
by Prof. E. Cary Brown on “De- 
preciation Adjustments for Price 
Changes.” The book deals with the 
problem of depreciation allowances 
for tax purposes brought on by 
changing price levels. Prof. Brown 
attacks this problem from two 
standpoints: (1) The magnitude of 
the effect on national income and 
federal income taxes if replace- 
ment-cost depreciation were ap- 
plied for tax determination, and 
(2) a study of the efforts made by 
companies to meet the challenge 
of changing price levels. 

Prof. Smith’s book (301 pages) 
is available for $3.75. Prof. Brown’s 
volume (161 pages) sells for $3.25. 


Townsend Co. Names Ledger 


William M. Ledger, formerly 
advertising salesman for Esquire 
and Apparel Arts in New York, has 
joined the San Francisco and Los 
Angeles sales staff of Edward S. 
Townsend Co., publishers’ repre- 
| sentative. 


SALISBURY 
| NORTH CAROLINA 

‘Let us 

_ PROVE IT 

| Your test advertise MARKET in North 
Carolina served by ONE NEWSPAPER. 


Generous Merchandising Service 


Nationally Represented by 


WARD-GRIFFITH CO. 
Co. maintains offices 


| 
} 
| 
| 
| 


The Ward-Griffi 
‘in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 
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Outdoor Industry 
Spends $40,000,000 


to Maintain Plants 


New York, Aug. 5—The outdoor 
advertising industry spends about 
$40,000,000 annually on construc- 
tion and maintenance of poster 
panels and painted bulletins, ac- 
cording to Engineering News-Rec- 
ord, a McGraw-Hill publication. It 
has just completed a survey on the 


subject. | 
Currently, the publication finds, | 
the outdoor industry 


ee 
about 275,000 poster panels and 
35,000 painted bulletins. Construc- 
tion and operation of these, EN-R 
Says, involves not only art work 
and the selling of ideas but also 
civil engineering and problems in 
electronics. 


@ One group, Outdoor Advertising 
Assn. of America, EN-R reports, 
estimates its outlay at about $20,- 
000,000 a year. Members of the as- 
sociation are estimated to use 21,- 
000 tons of structural steel and 
33,400,000 board feet of lumber 
just to maintain existing struc- 
sey | tures. During a year they will use 
tec on 1,500,000 gallons of paint. 

A significant trend in outdoor 
advertising, the survey finds, is 
toward cantilever-type construc- 
tion of panels, supports of which 

{ are set in bored holes of 5’ to 9’ 

i depth to provide resistance to 

/ overturning by wind. They can 
og a also be erected in confined areas, 
clear of parked cars and above 
existing and proposed structures, 
the magazine explains. 


McCreery Sells Its Frisco 
Office to Selby & Associates 
Walter McCreery Inc. has sold 
its interests in its San Francisco 
office to Robert B. Selby & As- 
| sociates. Principals of the new 
agency include Robert B. Selby, 
formerly v.p. and board director 
of McCreery; Niel Heard, Frank 
Schlessinger and Charles Walden. 
i The move was made to permit 
Mr. McCreery and other agency 
executives to concentrate activi- 
ties in the Los Angeles and New 
York offices. Service facilities in 
( northern California will be main- 
i tained under the name of Walter 
4 i McCreery Inc. with the same 
personnel. The affiliation also will 
i serve Robert B. Selby & Associ- 
ates clients in other markets. There 
; will be no change in location, 
} “with both Robert B. Selby & As- 
| sociates and Walter McCreery Inc 
continuing in the quarters at 522 
Powell St.” 


At Goodwillie Leaves Smith Inc. 
f John Goodwillie has resigned as 
in charge of advertising and 


v.p. 
relations for Alexander 


i public : 
1| Smith Inc. He plans to establish an 
1/| organization which will specialize 
|! in coordinating advertising promo- 
tions for manufacturers in the 
| home furnishings industry and 
| other fields. Mr. Goodwillie joined 
the carpet manufacturer in 1948 
| from Benton & Bowles. No replace- 
| ment for his position will be named 
1 and his responsibilities will be ab- 
sorbed by members of the adver- 
tising and public relations staff. 


Names West-Marquis Agency 
Bi Old Colony Paint & Chemical 
Co., Los Angeles maker of house- 
hold paints distributed in the 
western states, has named West- 
Marquis, Los Angeles, to handle 
its advertising and sales promotion. 


SHEBOYG 

The LARGEST DAIRY CEN- 
1 TER in the WORLD, producing 
4 more than 55% of the World’s | 
AMERICAN CHEESE. Go 
| after sales with your advertis- | 
ing in the SHEBOYGAN) 
PRESS. We will COOPERATE! | 
SEND FOR | our R SMEDOTEAN MA MARKET FOLDER | 
WARD-GRIFFITH CO. 
The Word-Griffith Co. maintains offices 

in all principol advertising centers 

— GET OUR CITY ZONE FOLDER — 


Bankers Produce Film 


The education committee of the 
Investment Bankers Assn. of 
America has issued a 25-minute, 
16mm film, “Opportunity, U.S.A.,” 
to explain how banking and in- 
vesting benefit America, The film 
will be available for free showings 
to the general public after Labor 
Day. Wilding Picture Productions 
Inc., Chicago, produced the film. 
Showings may be booked through 
Modern Talking Picture Service 
Inc., 45 Rockefeller Plaza, New 
York 20. 


Samson Adds Two Accounts 
M. L. Samson Co., Chicago, has 
been named to handle advertising 
for Fox Products Inc., Chicago 
furniture manufacturer, The agen- 
cy also has been appointed to di- 
rect advertising and promotion for 
the new architectural hardwoods. 


REAR-END—Philbin & Coine, Jacksonville 

transit advertising company, is piacing 

space on the rear end of Jacksonville 

buses, which it believes are among the 

few anywhere in the U. S. that carry 
such advertising. 


‘Gets Utah State Fair Account | 
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division of Dean Co., Chicago.; Sorensen & Co. Moves 

Samson has been handling adver- Sorensen & Co., Chicago agency, 
tising and promotion for Dean's! ..< moved to larger quarters at 
hardwood veneers and publishes 430 N. Michigan Ave 

its newsletter. oe ‘ 


Offers TV Quiz for Local Sale TORONTO, CANADA 


Lalley & Love, 3 E. 57th St., Capital City of Ontario — Canada's Richest 
New York 22, is offering a 15-) Province — Having One-Third of ae 
minute quiz show, “Professor Yes | Stal Populares one fe  & Retail Sales— 
‘n’ No,” to be used locally once a) . 
week on a 13-week schedule by} TORONTO DAILY STAR 
companies with small advertising | — 400,000 circulation (largest in 
budgets. The series will be com-| Canada) 
pleted in the fall. The show fea-| — 80% coverage of Toronto 


| tures participation by the at-home! — 50% coverage of 45 prosperous 
| audience, 


Ontario centers 
| END FOR OUR COMPLETE DETAILED MARKET FACTS 
| ted ln United States My 

Baker Associates Inc., Salt Lake | 
City, has been named to handle} 
radio, television, 24-sheet poster, 
newspaper and car card advertis-| 
ing for the Utah State Fair. } 


WARD-GRIFFITH CO. 
The Wero-Grifiity Co. mainteins offices 


in alt principe! advertising centers 
-— GET OUR CITY ZONE FOLDER — 


To DEMONSTRATE 1s to SELL 


CHRYSLER does it with SPOT MOVIE ADS in theatres 


The more you demonstrate your product, the more 
sales you make. Nearly nine hundred Chrysler 
Dealers are multiplying their salesmen’s demonstra- 
tions by using Spot Movie Ads in 1,278 theatres 
from coast-to-coast. These film commercials show 
Chrysler cars in action dramatizing their beauty, 
durability and ease of operation and these dem- 
onstrations are pin-pointed in selected theatres 
corresponding to dealer territories. No wasted 
circulation. 


Dramatize and demonstrate your product . .. sell 


MOVIE ADVERTISING BUREAU 


NEW YORK: 70 East 45th St. 
CHICAGO: 333 North Michigan Ave. 
NEW ORLEANS: 1032 Carondelet St. 


it the “live” way with Sight, Sound, Action and 
Color on the GIANT SIZE screens of movie thea- 
tres. Spot Movie Ads receive the undivided atten- 
tion of audiences comfortably seated, relaxed and 
receptive. 


We can arrange to produce your film commercials, 
produce dealer signatures, and distribute the films 
to theatres selected by you working through your 
advertising agency. Write, wire or phone our near- 
est office to find out how effective and how easy it 
is to use screen advertising. 


KANSAS CITY: 2449 Charlotte St. . 
CLEVELAND: 526 Superior N.E. 
SAN FRANCISCO: 821 Market St. 
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DAYTONA BEACH 


Florida's Year "Round Resort Reached By 


DAYTONA BEACH NEWS-JOURNAL 

1. Daytona Beach is an unusual test 
market; its thousands of visitors 
come from all over the U.S., Canada. 
Cuba and South America. Its Sum- 
mer seasons now rival its Winters in 
tourist popularity. 

2. Over $98,723,000 effective buying in- 
income 

3. Over $83,353,000 retail sales. 

4Ac uality market index of 127. 

5 19st total advertising 12,210,352 lines. 

SEND FOR OUR ADVERTISERS MERCHANDISING PLAN 

Represented by ¥. 4. Onensuer Jr. In Jacksonville 

404 Nationally Kepresented By 


WARD-GRIFFITH CO. 
The Griffith Co. maintains offices 
fp =n yoo amare centers 


— GET QUR CITY ZONE FOLDER — 


Hess Bros. Starts Second 
Annual Versatility Contest 
Hess Bros., Allentown, Pa., de- 
partment store, is holding its sec- 
ond annual Versatility in Design 
and Use Contest, with entries ac- 
ceptable until Sept. 15. Awards 


will be given to manufacturers of Jf 


multiple use products in six gen- 
eral classifications: women, men, 
children, appliances and house- 


wares, home furnishings, and an 
all-inclusive open class 
This year the contest will be 


open to importers of foreign made 
products of multiple use as well 
as to domestic manufacturers. 


NARTB I Ith District Meet Set 


The 11th District membership 
meeting of the National Assn. of 
Radio & Television Broadcasters 
will be held at the Hotel Duluth in 
Duluth, Aug. 25-26 


tea 


SMALL-SPACE SERIES—The First National 

Bonk & Trust Co. of Tulsa is running a se- 

ries of ten ads similar to the one above 

in local newspapers. The bank got the idea 

for its 5” ads from the horizontal window 

construction of its new building. Watts- 
Payne is fhe agency. 


KCBS Gives 50% Discount 
KCBS, San Francisco, has issued 

a supplemental rate card which al- 

lows an advertiser a 50% discount 


if he uses a concentrated schedule. 
An advertiser using 24 or more sta- 
tion breaks or service announce- 
ments within a two-day period in 
any of the three time classifications 
will be entitled to the discount. The 
plan is designed primarily for local 
retailers, but KCBS says regional 
and national advertisers who are 
introducing new products, an- 
nouncing changes and the like, will 
find it equally useful. 


Hyatt Promotes Gilmartin 

Hyatt bearings division of Gen- 
eral Motors Corp., Harrison, N. J., 
has promoted Jonn R. Gilmartin to 
general sales manager. He suc- 
ceeds Howard K. Porter, who has 
been advanced to assistant to the 
general manager, R. H. Cramer. 
Mr. Gilmartin has been associated 
with Hyatt since his graduation 
from the University of Michigan 
in 1929. 


KRNT... FIRST 


in afternoon 


seconds and 1 third! 


in morning audience! 
Ea 


KRNT is first in all 22 rated periods be- 
tween 6:00 a.m. and 12 noon. 


KRNT... FIRST 


audience! 


In 24 rated periods between 12 noon and 
6:00 p.m., KRNT scores 21 firsts (1 tie), 2 


\The Big-Time Buy in Des Moines! 


I” 


atone? 


Represented by THE KATZ AGENCY 


Biggest Hoopers Day and Night 
Big CBS and KRNT Stars 
Big-Time Promotion 

Big-Time Market 


KRNT...FIRST 


in evening audience! 


KRNT scores 42 firsts (2 ties), 17 seconds 
and 4 thirds in 63 half-hour periods be- 
tween 6:00 p.m. and 10:30 p.m. 


KRNT... FIRST 


morning — afternoon — evening! 


In a total of 109 
weekday-rated pe- 
riods, KRNT has 85 
firsts (3 ties)! 


BUY THAT 
Very highly 
Hooperated 
Sales results 
premeditated 
CBS affuiated 
Station in 
Des Moines! 


THe 
REGISTER 
AND 
TRIBUNE 
STATION 


... SOURCE: C. E. Hooper Des Moines Audience Index, April, 1952 
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Capehart Doubles 
Its Co-op Budget: 
Shows New Models 


Cuicaco, Aug. 6—Capehart- 
Farnsworth Corp. introduced its 
new radio and TV lines here this 
week and announced a continua- 
tion of the big national ad pro- 
gram initiated last year. 

The International Telephone & 
Telegraph associate showed 10 
new television sets at its annual 
distributor convention here and 
also announced price cuts of $20 
to $40 on four models previously 
| introduced. 
| The new Capehart TV sets 
range from $399.95 for a 21” half- 
door mahogany console to $795 
for a 21” AM/FM _ phonograph 
combination with twin 12” speak- 
ers in mahogany. No price has 
been set yet for Capehart’s 27” 
full door mahogany set. 


@ S. A. Morrow, director of ad- 
vertising, told the meeting that 
the fall campaign will begin with 
a spread in the Sept. 27 Saturday 
Evening Post, to be followed by 
ads in Better Homes & Gardens, 
Collier’s, House Beautiful, House 
& Garden, Look, Newsweek, The 
New Yorker, Sunset Magazine, 
Time and U.S. News & World Re- 
port. J. M. Mathes Inc., New York, 
is the agency for Capenart-Farns- 
worth 

Mr. Morrow also announced that 
co-op advertising funds have been 
increased from 2% to 4% of sales 
and asked that the money be used 
for its intended purpose. “In the 
past,” he said, “co-op funds have 
been used for many things besides 
advertising.” 

Capehart’s place in the IT&T 
setup was emphasized to the dis- 
tributors. There were welcoming 
remarks from Gen. William Har- 
rison, IT&T president, who spoke 
generally of plans to build sales 
of Capehart and Coolerator. And 
Fred D. Wilson, Capehart presi- 
dent, pointed out that when the 
competition in television gets 
tougher, Capehart-Farnsworth will 
have an advantage because of its 
connection with IT&T. 

G. Haggerty, director of 
manufacturing, reported that 
Capehart's Ft. Wayne, Ind., plant 
now has a monthly capacity of 
30,000 small radios, 1,500 radio- 
phonographs and 25,000 television 
sets. 


Grant Adds Two to Statt, 

Gets Phenex, Monroe Account 
Grant Advertising has added 

two members to its staff. Kenneth 


F. Browning, formerly with Ta- 
tham-Laird, Chicago, has been 


named an account executive in the 
Chicago office. Jack E. Early, pre- 
viously general manager of Scott 
Productions, San Francisco, has 
been appointed manager of Grant’s 
San Francisco office. 

The agency has been named to 
handle advertising for the recently 
merged companies, Phenex Labo- 
ratories Inc., Chicago, and Monroe 
Chemical Co., Quincy, Ill, maker 
of dyes. 


McDonough to Russel Seeds 


James C. McDonough, formerly 
v.p. and general manager of the 
Chicago office of W. Earl Both- 
well Co., has joined the creative 
staff of Russel M. Seeds Co., Chi- 
cago. 


ELIZABETH 


NEW JERSEY 
A Wealthy Market For Your Product 


Covered By The 
ELIZABETH DAILY JOURNAL 
THREE QUARTERS of Union 
County’s $459,030,000 business is 
done in The ELIZABETH DAILY 
JOURNAL’S Trading Market. Ad- 
vertise in the ELIZABETH DAILY 


JOURNAL. 
ASK FOR ADDITIONAL MARKET FACTS 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Gr'ffith Co. maintains offices 
in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 
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, Boone Joins Kimball Co. 
Robert W. Boone, formerly an 
account executive with Hixson & 


ee he 


WHAT'S THE SECRET?—Going through 34,500 letters is the hard, happy task of 

Marion Mayer, managing editor of American Home, and Foster Willett, circulation 

director. The letters all asked for a set of “secret” 

of the magazine. The recipes were aimed at glamorizing outdoor cooking. Requests, 

says Mr. Willett, are coming in at the rate of 7,000 a week, even though the offer 
is seven weeks old. 


recipes offered in a recent issue 


Jorgensen, Los Angeles, has joined 
Abbott Kimball Co., Los Angeles, 
as an account executive. Mr. Boone 
formed his own agency in 1945, 

which merged with Lockwood- 
Shackelford in June, 1950. When 
that agency merged with Hixson & 
Jorgensen in December, 1951, Mr. 
Boone was included in the merger. 


duction for National Broadcasting 
Co. The appointment is part of the 
unification of the NBC radio and 
television networks 


Gets Fab-Spray Account 

Gottschaldt-Mickelberry, Miami, 
has been named to handle adver- 
tising tor Fab-Spray Co., distribu- 
ior of a new plastic fabric spray in 


Florida. Appoints Heintz & Co. 
Angelus Sanitary Can Machine 
Co., Los Angeles, manufacturer of 
Names Leonard Hole can-closing machinery, has named 
Leonard H. Hole, formerly TV Heintz & Co., Los Angeles, to han- 
network production manager, has dle its advertising. Trade publica- 
been appointed director of pro- tions and direct mail will be used, 


Waltham to Launch 
Drive in December: 


First Since Revamp 


WALTHAM, Mass., Aug. 5—The 
first consumer promotion for Wal- 
tham Watch Co. since its latest 
reorganization (AA, June 2) will 
get under way in December. 

B&w pages and half pages in 
magazines will carry Waltham’s 
message exclusively. Under the 
general heading, “Waltham means 
forever, too,” the ads will depict 
a boy and girl embracing. 

Waltham, mindful of the fact 
that it is the original U. S. watch 
manufacturer with a_history— 
however erratic—of more than 100 
years in the field, is stressing 
prestige and injecting a quality 
atmosphere into the copy, accord- 
ing to an executive of H. B. Hum- 
phrey, Alley & Richards, Boston, 
its new agency. 


# Good fortune came Waltham’s 
way when Hamilton Watch Co. re- 
cently dropped its distributors to 
sell direct to dealers, he said. 
Many of the distributors, eager to 
carry an American-made watch, 
took Waltham franchises. As a re- 
sult, Waltham has national dis- 
tribution through 40 wholesalers, 
he claimed. 

The company hopes its campaign 
will take hold this winter, he 
added, so that the 1953 budget, 
tied to the sales curve, can be ex- 
panded. 

Newspaper mats, display mate- 
rials based on the magazine ads, 
and dealer aids are being supplied 
to retailers. 


U. S. Rubber Returns to 
Network Radio on CBS 


U.S. Rubber Co, returns to net- 
work radio as sponsor of the 
10: 20-10: 25 a.m., EDT, segment of 
the Galen Drake program for its 
textile division over Columbia 
Broadcasting System, effective 
Sept. 20. U.S. Royal Asbeston, a 
burn-resistant ironing board fabric, 
will be advertised. Fletcher D. 
Richards Inc., New York, is the 
agency. 


IN HAVERHILL MASS. 
IT’S THE GAZETTE 
George McLaughlin, 
Advertising Manage r 
of the GAZE" J 
gives you these facts: 
1—Retail Sales 
$53,392,000 a new 
high. 


2—Food Sales 
$17,716,000 a new 
high. 

3—World Shoe George Mclaughlin 
making center. 

4—Western Electric Co. Mfg. Center. 


A trading zone population of 
104,479 reached by the 
HAVERHILL GAZETTE. 
NEED WE SAY MORE? 


Nationally Represented by 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


WKRC Appoints Hunsinger 

David Hunsinger, formerly with * 
WSAI, Cincinnati, has been named 
a sales representative of WKRC, 


THIS IS JIM LAUGHRIDGE — (Another W-G Salesman) 
James H. “Jim” Laughridge, manager of our Charlotte office, is another of our many 
salesmen who obtained their early experience working on a newspaper Jim came 
to us from the Salisbury, N. C., Post where for three years he worked retail and 
general accounts. Most of that time was spent in food lines. Jim is a grand fellow 
who has the “know how” to produce business. Jim, or any of our salesmen, wil! be 
glad t» give you all the help in their power. All business is local! Advertise in 
newspapers ! ¢ 


Please note individual advertisements of our newspapers throughout this issue. 


WARD-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 


Park Lexington Building Plaza 5 7028 NEW YO 


Wrigley Building cseeeesese, Superior 7-2685 CHICAGO 
General Motors Building ... Trinity 3-6365 ... DETROIT 
Statler Office Building .. Liberty 2-5669 BOSTON 
22 Marietta Street ..Walnut 1231 ATLANTA 
215 Builders enene : . §-8020 . ee 
Russ Buildin: Yukon 2-2-6028 SAN FRANCISCO 
Lincoln Liberty Building Locust 7-4279 ° PHILADELPHIA 


GET OUR CITY ZONE FOLDER 


KROMEKOTE brand cast coated paper gives 
your printed material an unmistakable look of 
quality. The glossy sheen of its smooth surlace 
imparts a brilliant clarity to reproductions or 
catches the eye and steps up sales. Available 
in Label, Litho, Cover, Postcard, Box Wrap, 


and Colorcast. 


K Se is the regi d trade-mark of 
The Chompion Paper and Fibre Company. 


THE CHAMPION PAPER AND FIBRE COMPANY 
HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, 
St. Louis, Cincinnati, Atlanta, Dallas and San Francisco. 
Distributors in every major city. 


JON 
UlS 


TRADE-MARK 


Whatever Your Paper Publem... Ks a Challenge to Champion / 
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essential. 


WANTED ADVERTISING MANAGER 


One of America’s largest container manu- 
facturers requires man to head up de- 
partment and to coordinate activities with 
agency. Chicago location. Between 32 and 
40, preferred. Container experience not 
Former advertising manager or 
assistant preferred. Outstanding opportunity. 
Would appreciate photograph and concise 


transcript of experience. Write Box 228, 


ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Ill. 


| Editorial 


| ply 


| logs, 
| merchandising programs 


| experience, 


| Manager, H 


| Experienced buyer of printing, 


Information for Advertisers 


| state 


Na, 4418. Making Your Own Sound 
Movies. 
rom Bell & Howell comes a 
-pocket booklet, “Tips on 
ing Your Own Sound Movies,” 
ch tells how to use magnetic 
“*Seundstripe’—applicable to any 
mm  single-perforated movie 
whether original or duplicate 
t, color or black-and-white, on 
or base side of the 


th 


emulsion 


It contains useful suggestions 
@NMow to plan movies with sound 
2 Prind (by deliberately focusing 

“noisy” scenes or situations), 
ta dialogue notes and com- 

tig: tary suggestions at the time of 
sh@pting. how to prepare a sound 


re and much more. 


Wo. 4419. Market Facts for Arkan- 

sas 

“The Homefolks Know” is a new 
file foider offered by The Arkan- 
sas Farmer, containing general in- 
formation on the farm market, 
facts about rice production, cotton 
ginning, commercial broiler pro- 
duction, livestock, trucks and trac- 
tors, domestic consumption of LP 
gas, etc. Brief circulation informa- 
tion rounds out the picture—with 
emphasis on selling both sides of 
the counter 
No. 4420 
Rural 
“Petroleum 


Oil and Gas Survey in 
Wisconsin 

Products Survey” is 
a new study offered by Wisconsin 
Agriculturist & Farmer covering 
farm usage and brand preferences 


“Fifth Annual 
the health and nutrition habits, and 
of high | 
school students make their 
own brand selections among break- 
bread, 


and | 
| and public relations—too—if the product war- 


beverages 
cookies and biscuits. 


No. 


of gasoline, anti-freeze, 
winter gear oil, motor oil, 
tices. 
No. 4421. 

roaders. 


Model Railroader offers a new 
in 
which 
survey of| 
covering their | 
age, education, occupation, income, 


brochure, “There are Millions 
the Model Railroad Market,” 
sets forth a statistical 
these hobby fans, 


magazine readership, etc. 


No. 4422. Teen Age Food Habits. 
Magazines offer their | 
—covering 


Scholastic 
Survey” 


activities 
They 


food shopping 


canned soups, 
soft drinks, 


fast cereals, 
and 


4424. Doing Business in New 


York State 


“Busi- 
ness Facts—New 
formation, economic areas, metro- 
politan areas, wholesale trade, re- 
tail trade, service trades, manu- 
facturing, etc., all 
intended 


Is as a 


inquiry may be launched.” 


Note: Inquiries for the items listed above will not be serviced beyond Sept. 22. 


= USE COUPON TO OBTAIN INFORMATION 


200 E. Illinois St., Chicago 11, 


—please print or type) 


COMPANY 
ADDRESS 
City & ZONE .... 


Readers Service Dept., ApvertIsING AGE 
Ill. 


Please send me the following (insert number of each item wanted 


TITLE 


| field 


winter oil, 
| ienced, hard worker 


etc., 
with details on purchasing prac- 


Selling to Model Rail- 


supplemented 
with maps and statistical tables. It | 
“convenient | 
springboard from which a business 


HE ADVERTISING MARKET PLA 


$1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 


Rates: 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 


per line. Add two lines for box number. 


Deadline Wednesday noon 12 days 


preceding publication date. Display classified takes card rate of $12.75 per 


column inch. Regular card discounts, 


oS TT 


size and frequency, apply on display. 


HELP WANTED 


HELP WANTED 


ADVERTISING 
REPRESENTATIVE WANTED 


Leading building publication wants top- 
notch advertising salesman with record of 
closing sales. Headquarters Chicago. Trav- 
el primarily Chicago, downstate Illinois 
and Missouri area. The pace is fast; 
the man must be efficient. Write succinct, 
complete story on yourself. Give present 
earnings and income expected. Chicago 
interview arranged if your letter merits. 
Our sales staff knows of this ad. 
Box 5217, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


iE 

SERVICE 

Capywriters | 
Artists 

BANKERS BLDG. ANDOVER 3 4424 


EXCEPTIONAL ADVERTISING 
OPPORTUNITY 

We have an immediate opening for a cap- 
able, experienced advertising man. We 
are an established, aggressive manufac- 
turer of farm equipment, leaders in the 
several major lines we produce. Expe- 
rience in advertising and merchandising 
to hardware, implement and the farm sup- 
trades is highly desirable. The man 
we are looking for should be able to plan, 
write and produce direct mail and cata- 
point-of-sale material, and help in 
the planning and execution of complete 
If interested, 
send us a brief resume of your training, 
age and what you are doing 
now. To arrange for an interview, address 
your letter to R. O. Geuther, Advertising 
D. Hudson Manufacturing 
p 589 East Illinois Street, Chicago 
| 

PRINTING SUPPLIES BUYER 
advertis- 
ing materials, cartons, labels, etc. Must 
be thoroughly qualified on specifications, 
stock, inks, etc. Permanent position with 
old established firm in Middlewest. Please 
age, experience, salary, references. 

Box 5210, ADVERTISING AGE 

801 Second Ave., New York 17, N. Y. 
UNUSUAL OPPORTUNITY 

IN SMALL SEATTLE AGENCY 
Need versatile young man, good at copy, 
layout, selling, to be assistant to the own- 
er of small, successful, established food- 
agency. Must be energetic, exper- 
Salary, plus sizable 
plus chance to become 


MOLEN 
PERSONNEL 


Company, 
11, I 


share of profits, 


| partner in future. One of the best oppor- 


tunities in advertising for right man. For 
details write to: The Taskett Agency, 
Terminal Sales Building, Seattle 1, Wash- 


| ington 


SECRETARY FOR 
ADVERTISING DEPARTMENT 


| Opening for experienced stenographer in 


an interesting field. Advertising back- 
ground helpful but not essential. Unusual 
opportunity to assume responsibility with 
expanding company manufacturing na- 
tionally advertised cameras. Located in 
attractive university town. Please reply to 
Personnel Director, stating age, education, 
experience, salary desired 
ARGUS CAMERAS, 
405 Fourth St. 
Ann Arbor, Mich. 


INC, | 


“WHAT YOU 
REALLY WANT...” 


one advertising ogency president recently told 
her, ‘‘is @ counterpart in your job life, of what 
@ husbond con mean in your personal life 

He was right, becouse in her next work she 
wants ao combination of several qualities 

it could mean straight advertising only, but her 
thinking might go on to merchandising—too— 
if the product needs it. it could be sales pro- 
motion only—but could develop into publicity 


rants it. | 
if your product or service requires a creative | 


| merchandising approach—she would like to put 


to work for you her mony-cylindered, 1! years 
experience, which especially fits her to directly 


| relate promotional ideas to soles results 

The State Department of Com- | 
merce presents a new book, 
York State,” 
which covers general business in- | 


BOX 222, ADVERTISING AGE 
80! Second Avenue, New York 


STAR COPYWRITER 
WANTED 
by a leading Agency 


The Opportunity—with a well-known, 
| long established Chicago Agency serv- 
ing some of the leaders in American 
business. This is a key copywriting 
position with ample compensation and 
excellent future. 


The Requirements—-We want a man | 
who can not only develop strong head- | 
line approaches from sound basic 
ideas but who can also write convinc- 
ing selling copy. We prefer a man 
30-40 years old. He must be a fine 
craftsman, possess enthusiasm and 
ability demonstrated by the quality 
and success of magazine and news- 
paper copy he has produced. If you 
feel that you are now ready to assume 
the responsibility of creating fine ad- 
vertising for major national accounts, 
write us the details—your confidence 
will be respected. Please do not send 
samples. 


Box 225, Advertising Age 
200 E. Illinois St., Chicago 11, Il. 


| cott - Chicago, 


| ranged 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS-PLACEMENTS 
209 S. State St. Ha 7-2063 Chicago 

FREE-LANCE COPY WRITER 
Experienced in planning and writing of 
Sales Promotion materials, preferably in 
“hard goods” 
perience, 

BOX 5216, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 
FRED J. MASTERSON 
ADVERTISING—PUBLISHING 
PERSONNEL 
All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago. 
BARNARD 
A service for employers and applicants 
in the fields of advertising and publish- 
ing. Office and professional. 
Central 6-3178 176 W. Adams Street. 


POSITIONS WANTED 

P. R. - PUBLICITY-SALES PROM. 
Notre Dame grad, 33, asst. dir. of home 
show, building industry group. Up from 
news reporting, house & sales pub. editor, 
agency a.e. Fine writer, idea-laden, likes 

responsibility. Now located Midwest. 

OX 5211, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
PUBLIC RELATION HEAD of smal! Ad- 
vertising Agency wants out. Looking for 
a position with a Manufacturer or PR 
firm. Extensive Public Relations, Promo- 
tion and Editorial experience in trade and 
Industrial fields. Age 28, Married, will re- 
a Primary consideration: Opportun- 


‘BOX 5209, ADVERTISING —, 
801 Second Ave., New York 17, N 
ASSISTANT ART SiaECTOR-AWTIST 

Creative layout from rough to finish; 

extensive production-know-how; can see 

job from idea to print. Complete line of 
samples. Age 29, married. 

BOX 5213, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
ADV. SPACE SALESMAN 
Seasoned Chicago area. Salary $125 a 
week plus commission. Perry-4543 N. Wol- 

Il 

WRITERS FOR EVERY PURPOSE! 

Top writers in every field of publicity 
and promotion, available for part time 
or temporary work to act as a member of 
your staff. For information, contact As- 
sociated Writers Bureau, 161 E. Grand 
Ave., WHitehall 3-1494 

Young aggressive trade magazine asst 


line. Send letter giving ex- 
rate and other data | 


adv. mgr. moving to Dallas from Chicago. 

Wants selling job working out of Dallas. 

WRITE BOX 5214, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


| ABCDEFGHIJK ABCDEFGHIJKLM 12345 


Want competent skill in production, ty- 
pography from creative angle? Mich. Ave 
man available. Austin, SU 7-3256, Chgo 
PRODUCTION MANAGER i 
Broad Production experience in_ all 
branches of the Moke ae Arts Industries 
Box 5215, ADVERTISING A 
200 E. Illinois St., Saaenee 11, lil. 


nee NTATIVES a 
UBLISHER WAN 
ADVERTISIN G REPRESENTATIVE 


| Leading building publication wants top- | 


advertising salesman with record | 
of closing sales, to succeed man being | 
promoted. The pace is fast; the man| 
must be efficient. Headquarters Cleveland. | 
Travel central area. Heavy Cleveland bill- | 
ing. Write succinct, complete story on) 
yourself. Give present earnings and in- | 
come expected. Cleveland interview ar- | 
if your ge merits. Our sales 

staff knows of th 
Box 5212, ADVERTISING AGE 
| 
| 


notch 


200 E. Illinois St., Chicago 11, Ill. 
T.V. & T.V. FILM KNOW-HOW 
Ad Agencies — Manufacturers — 


PLEASE NOTE! 

Man available shortly with T.V. and T.V. | 
film know-how. Unusually wide experi- 
ence includes 
Radio and Television Six years 
Sales Promotion Three years | 
Film Production & Sales | 
T.V. Station Relations Two years | 
a ng Le for Ad Agency or Manufacturer | 
who needs T.V. and tv. Film Produc- 
tion Supervisor and Liaison Man with 
ability and technical competence to} 
supervise all phases of T.V. and T.V 
Film Production. Salary in lower five- 
figure bracket. Thirty-five years old 
Married. Presently located in Midwest, 
will relocate 

BOX 220, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


THERE'S A REAL OPPORTUNITY IN DALLAS | 
FOR SOMEONE WHO KNOWS DIRECT MAIL 


The owner of a plumbing and heating 
supply house—wholesale and retail—is| 
looking for a man or woman to take 
charge of his direct mail department 
It's a creative position with unlimited 
possibilities for advancement. This 35 
year old Texas firm needs experience 
and is willing to pay for it. At the 
disposal of the direct mail department 
is a complete production plant multi- 
lith, folder, graphotype, addressograph, 
lists on plates a complete set-up. 
If you'd like an unusual opportunity to 
help build a new sales high for this 
company, write Box 224 Advertising 
Age. Chicago, Illinois. Tell us all about 
yourself and particularly what you've 
done for others 
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Schultz Starts Mail Order 
Sales Consultant Service 


Whitt Northmore Schultz, presi- 
|dent of Northmore’s Home Prod- 
| ucts, Highland Park, Ill, mail or- 
der organization 
which does busi- 
ness nationally, is 
starting a new 
mail order sales 
consultation serv- 
ice. Mr. Schultz, 
who writes a col- 
umn on mail or- 
der advertising 


for ADVERTISING 
Ace, is author of 
the book, “How 


You Can Make 
More Money by 
Mail,” now in its 
fifth edition. He will head the mail 
order session of the Direct Mail 
Advertising Assn. convention in 
Washington on Oct. 

Mr. Schultz’ mail order business 
has built a $125,000 annual volume 
in its four years of existence. He 
is inaugurating the new service in 
addition to operating Northmore’s. 


Whitt Schultz 


Worthington Promotes Finn 


W. A. Finn, general European 
manager, has been promoted to 
assistant general sales manager of 
Worthington Corp., Harrison, N. J. 
He has been with Worthington 
since 1926. Between 1941 and 1946 
he served as an officer with the 
U.S. Navy. 


REAL OPPORTUNITY 


A successful Chicago busi- 
ness paper publishing organi- 
zation has an opening for an 
experienced and aggressive 
space salesman who wants 
opportunity to progress. 


A knowledge of the publish- 
ing, industrial sales promo- 
tion or advertising would be 
desirable. 


Salary plus commission and 
expenses. 


Write fully giving back- 
ground record, age, experi- 
ence and other details. 


Box 226, Advertising Age 
200 E. Illinois St., Chicago, Il. 


COPY WRITER 


Are you qualified to give super 
market advertising a new look-— 
a fresh approach? A fast growing 
super market chain, with an ex- 
panding advertising department 
including excellent art and pro- 
duction facilities is in need of a 
top calibre copy writer to round 
out their advertising team. Phila- 
delphia location. Male or Female. 
Write full resume to— 


B-85, P.O. BOX 3575 
Phila. 22, Pa. 


TRADE PAPER 
Advertising Salesman 


Seasoned advertising sales execu- 
tive with excellent record of 
personal selling and territorial man- 
agement in Chicago area seeks 
midwest assignment on merchandis- 
ing trade paper. Well acquainted 
with agencies and accounts. Doing 
temporary work now. Can begin on 
short notice. 
BOX 224, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


PROMOTION MANAGER 
FOR LEADING BUSINESS PAPER 


Excellent position for intelligent young man, 
preferably with publishing experience. Must 
handle all direct mail promotion for established 
national trade periodical. Good pay and fine 
opportunity for cement to advertising 
manager. Write qualifications and experience 


fully to 
BOX 219 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il) 
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DWIGHT M. BLISH 

Cuicaco, Aug. 5—Dwight M. 
Blish, 67, owner of the Blish Ad- 
vertising Agency, was found dead 
yesterday after he apparently 
jumped from the roof of his five- 
story apartment building. 

Mr. Blish was associated with | 
several Chicago agencies, includ- | 
ing Roche, Williams & Cunning-| 
ham (now Roche, Williams & 
Cleary), before starting his own 


Co., died Juiy 21. Mr. Phelps was 
general manager of Photoplating 
Co., St. Paul, and Cincinnati Ad- 
vertising Products for several years 
before joining U. O. Colson Co., 
Paris, Ill., as v.p. and sales mana- 
ger. He started Phelps Mfg. Co., 
a merchandising and point of pur- 
chase equipment firm, in 1946. 


ROY F. SHROPE 


New York, Aug. 5—Roy F. 


ing Co., died at his home in Spring 
Lake, N. J., after a long illness. 


Mr. Shrope joined American 
Trade Publishing, publisher of 
Baker’s Weekly, Cracker Baker 


and Feed Age, in 1919. He became 
v.p. of the company 12 years ago. 
Mr. Shrope was also a director of 
Ahrens Publishing Co. 


EARLE W. KNIGHT 
SeaTTLE, Aug. 5—Earle W. Knight, 
64, editor and publisher of the 


heart disease at his home here. Mr. 
Knight had returned from Mexico 
only a short time before his death 
and was preparing a book on his 
experiences there. 

Mr. Knight bought the Alaska 
Dispatch 29 years ago and changed 
its name to the Alaska Weekly. In 
addition to the Alaska Weekly, Mr. 
Knight was publisher of the Fur 


| Journal here. He formerly headed 


Montgomery Printing Co. and was 
a founder and former president of 


In CANADA 


31% of the sales made 
in retail stores are 
made to Families reading 
The STAR WEEKLY 
ask for information 


WARD-GRIFFITH CO. 
The -Ward-Griffith Co. maintains offices 


in all principal advertising centers 


company ten years ago. The agen- | Shrope, 59, v.p. and general man- 
} cy will be discontinued. | ager of American Trade Publish- 
i 
y 


— GET OUR CITY ZONE FOLDER — 


Alaska Weekly, died Aug. 3 of the Washington State Press Club. 


i] ROBERT E. ZEH 
}) Cuicaco, Aug. 5—Robert E. Zeh, 
| 48, an account executive for Sher- 
bi man & Marquette, died suddenly 
yesterday of a heart attack. 
Born in Mason City, Ia., Mr. Zeh 
' joined McCann-Erickson as a 
copywriter in 1930. Six years later 
A he went to J. Walter Thompson Co. 
where he served in an executive 
capacity for 10 years before join- 
| ing Henri, Hurst & McDonald as a 
Wi v.p. 
fe He resigned from Henri, Hurst 
t in 1949 and shortly thereafter 
started with Sherman & Marquette 
h where he directed the Oscar Mayer 
i] account. 
| 
} 


Consolidated Enamel Papers 


RALPH W. GALLAGHER 

New York, Aug. 5—Ralph W. 
Gallagher, 71, who progressed from 
oiler to president of Standard Oil 


cut printing costs 


ip Fe of reer gers p gy hee ee 
I e company, di uly at his 
for The DeVilbiss Company 


Mr. Gallagher took his first job 
when he was 16 as a machinery 
oiler for a Standard Oil subsidiary. 
He retired in 1945 as president of 

I! oe eee No matter what the spraying job, millions 
of professional and amateur craftsmen alike 
go straight to the nearest DeVilbiss catalog 
to find the best equipment. 

That’s why DeVilbiss takes special care in 
selecting the paper for their catalogs and other 
important sales literature. Consolidated Enamel 
Papers are used because their sparkling-smooth 
surfaces give perfect reproduction to the 
finely-detailed product illustrations that make 
the sales. And at the same time, Consolidated’s 
lower costs—averaging 15 to 25% below old 
style, premium-priced enamels— mean the 
saving of thousands of profit dollars each year. 

If this combination sounds like good news 
for your own printing budgets, why not do 
what DeVilbiss did. Just send us the name of 
your printer. We'll be glad to send trial sheets 
for comparison on your next job. 


BERTRAM REH 
{ LANCASTER, Pa., Aug. 5—Bertram 
} Reh, classified advertising man- 
ager of the Intelligencer-Journal, 
New Era and Sunday News here, 
died July 31 at Coatesville, Pa., 
en route to Wilmington on a busi- 
fy. ness trip. Mr. Reh was a past 
president of the Assn. of News- 
paper Classified Advertising Man- 
agers. He had been classified man- 
ager of the newspapers for 20 
years, and before that was with the 
Philadelphia Bulletin. 


CHARLES A. TYLER 

PHILADELPHIA, Aug. 5—Charles 
A. Tyler, 74, chairman of the Phil- 
ae adelphia Inquirer, died Aug. 1. 

- 8 Mr. Tyler became a v.p. of the 
old Public Ledger in 1914 and was 
| named president and treasurer of 
| the Inquirer in 1934. He retired as 
1} general manager of the Inquirer 
j in 1948 but continued as chairman 
{| and as treasurer and a director o! 
the Philadelphia Inquirer Charities 
Inc. until his death. 


Finest quality enamel paper at lower cost 
is the direct result of the enameling 
method which Consolidated pio- 
neered. Operating as a part of the 
papermaking machine, it elim- 
inates many costly steps still re- 

) quired by other papermakers and 
oo produces highest quality paper, 

a simultaneously enameled on both 
sides, ina single high-speed operation. 


GEORGE T. SCHUSTER 


| 
| 
| Cuicaco. Aug. 5—George T. 
| 
| 
1 


Schuster, 94, founder and former 
president of Chicago Electrotype 
& Stereotype Co., died Aug. 2 at 
his home in suburban Wilmette. 

i Mr. Schuster, a survivor of the 
Chicago fire in 1871, spent his en- 
tire life in this city and was a 
charter member of the North 
Michigan Ave. Assn. His firm made 
the first plates for Encyclopaedia 
Britannica. 


| 
| 
GEORGE MORRIS 

New York, Aug. 5—George Mor- | 
ris, 64, publicity director of the. 
New York News, died Aug. 1 at 
his home in Cos Cobb, Conn. Prior 
to his latest appointment by the 
News in 1951, Mr. Morris had been 
promotion manager of the News 
and affiliated with the Chicago 
Tribune-New York News organi- 
zation since 1910. 


JOHN M. PHELPS 
Terre Haute, Inp., Aug. 5—John 
M. Phelps, president of Phelps Mfg. 


Production Gloss - Modern Gloss - Fiash Gloss 

CONSOLIDATED WATER POWER & PAPER COMPANY + Makers of Consoweld 

plastic surfacing and industrial laminates - Main Offices. Wisconsin Rapids, Wis. 
Sales Offices: 135 So. LaSalle St., Chicago 3, Il. 
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All-Out Effort 
Starts to Get 
All Out to Vote 


(Continued from Page 1) 
Robert M 
and AFA chairman. Result 
grams, letters and campaign 
sent to 120 advertising clubs across 
the country to enlist their efforts 
in turning out the voters 


® The big objective is a 63,000,000 
vote this fall. That's the target set 


up by the American Heritage Foun- 
dation (AA, April 14). The goal 
compares with 48,836,000 votes 
cast in 1948 


If the goal is achieved it will be 
al of a trend. Although the 


a revert 
number of voters rose steadily 
until 1940, when it reached the 


49,815,000 mark, it has been lower 
in both 1944 and 1948 elections. 


And from a percentage of popu- | 


‘ onsor’s 
| pee Samed er 
Ct 


The Americon Heritage Foundation, the Advertising Council and 


lation perspective, it declined from 
37.7% in 1940 to 33.2% in 1948. 
The American Heritage Founda- 


Gray, Esso ad manager 
tele- 
kits 


afN% 
\ 


wren WHERE . 


tion drive is closely teamed with ; 
. ’ ' 
the Advertising Council’s, and pa Herp Panag : selian 
: - - a hottyl of ofner organiza sons are joint 
AHF is now issuing a weekly re-| 
port on — _ begeater and ote 
campaign. Here are some samples} ¢,.1)) pneumatic Peter Pan bras 


om tne July 29 report 


achusetts Institute of 
T nology-—-alma mater of the 
fogBdation’s president, Thomas 
Dircy Brophy of Kenyon & Eck- 


os e Mas 


hafgt—will start a student body 
CaM@paign, tying in with the Na- 
tiompi Non-Partisan Register & 


Vote Drive 
werican Surety Co., New York, 
of a 


is stributing copies pam- 
p on “Politics is what you make 
it.” 


erican Hotel Assn. is sending 


ite 8.600 member hotels a special 
Skif wn absentee registration and 
Vv g. for the guidance of guests 
in Wansit 

sar Mayer & Co., Madison, 
Wiss is sending all plant men a 
kit sample letters which man- 


agerg are urged to send to employes 
aski®z¢ them to register, study the 
issues, and vote 
8 E@eka Specialty Printing Co. is 
contPibuting paper seals bearing 
the @esigns of 50 non-partisan or- 
ae sponsoring the cam- 
paign in cooperation with AHF and 
the Ad Council 

The Department of Defense has 
appointed a voting officer at every 
defense installation encourage 
absentee registration and voting 

The New Non-Partisan 
Voters Council is persuading em- 
to establish registration 
in factories and 
Studebaker 
industrial 


to 
Jersey 


ployers 
places of 
Mack 
to 


booths 
and 
plants 


business; 
ire recent 
agree 
Gilbert Ward 
and member of 
tail Dry Good 
vote committee 


Kress & Co 
the National Re- 
Assn. register and 
told AHF that sev- 


S.H 


eral retailers have induced their 
country clubs to establish a rule 
that “you can't play golf on elec- 
tion day unless vou've first voted.’ 

Publications of all kinds are 
girding their loins for the coming 
promotional fray Some 1,069 
newspapers, at the latest count, 
have ordered 9,997 ad mats of all 
sizes, from 40 to 1,000 lines, from 


the foundation. Business, trade and 


consumer publications have or- 
dered about 500 plates, some full 
page. The house organs of 70 or- 
ganizations already have run 111 


ads urging employes to register 

The Pittsburgh Press will hold 
a field registration for unregistered 
voters at the newspaper's exhibit 
booth at the Allegheny county fair 
late in August 


@ The efforts to speed the dilatory 
voter to his privilege take many 
forms. They range from a window 


(part of what is ingeniously de- 
scribed as a “Hidden Treasure- 
Election promotion”) to Financial 
World's lapel tags, proclaiming in 
red, white and blue that “I Am 
Voting as an Investor in America.” 
Along with Financial World, en- 
gaged in a get-the-investor-to-the- 
polls movement, are: the Investors 
League, Federation of Women 
Shareholders in American Busi- 
ness, and National Federation of 
Financial Analysts Societies. 
Also winging their way into the 
fray are the Eagles, through their 
Freedom Committee. The Eagles 
are urging individual aeries, or 
lodges, to start a chain postcard 
campaign, Each member is asked 
to send a postcard to five friends, 
asking them to register and vote. 


® The National Assn. of Radio and 
Television Broadcasters pledged to 
the campaign at its con- 
It has been sup- 


support 
vention last April 
plying stations throughout the 
summer with material for an- 
nouncements and programs in all 
aspects of the drive 

A spectacular climax is ex- 
pected the last ten days prior to 
Election Day when 2,300 stations 
will broadcast a minimum of ten 
“Get Out the Vote” announcements 
per day 

The networks 
with some special 
their own, too 

Mutual has a heavy schedule of 
spots over its networks aimed at 
citizens of individual states on the 
various state registration dates. 


are coming up 
promotions of 


@ A saturation campaign of spots 
will complete the drive on radio 
and TV in the days immediately 
prior to Nov. 4. A special program 
‘Lights On! Votes Out!” is planned 
airing radio. The show 
which will carry this feature has 
not been decided as yet, but the 
program has behind it an old idea: 
That each citizen turn on_ his 
porch light the night before elec- 
tion day to signal to his neighbors 
that he is going to vote the next 
qaay 

A test of this program has been 
tried in New York successfully. 

A special promotion will be con- 
ducted by Mutual affiliates locally 


on 


to get citizens out that night in a 
torchlight parade or motorcade 
which will end at some central 


spot where local politicians of both 
parties will make non-political 
speeches on the “vote tomorrow” 
theme 


8 In addition to carrying plenty of 


and exciting 
election in years 


gister Now! = i 3 ; 


hoa 
ae (en 


NAME 


a | a 


Register 


womens vote 


4 


PETER PAN 


oor wan 


in a crusade to turn out 63,000,000 votes. 


Here are sample council ads (Leo Burnett Co. is the agency), a decal from Financial 


spot announcements, Columbia 
Broadcasting System has begun a 
panel show, “Pick the Winner,” 
on radio, which will air every 
Sunday 4:30-5 p.m., EST, until 
election day. Spokesmen from each 
party will discuss the issues. 

National Broadcasting Co. de- 
voted the month of July on TV to 
spot announcements and expects to 
continue with announcements 
throughout August and September. 
| The American Library Assn. has 
sent out publicity pieces urging all 
libraries to get in on the drive and 
suggesting ways and means to put 
|their facilities at the disposal of 
the citizenry. 


@ One library, the downtown 
| branch of the Chicago Public Li- 
|brary, has mapped out an elaborate 
program for itself and is urging 
all other branches to follow suit. 

Included is a running movie in its 
| lobby with spliced-in film clips on 
| the “register-vote” theme. Pam- 
|phlets and reading lists on the 
| various political offices and issues 
jare being made available to the 
public. 
| The Boys Club of America has 
| put out a kit with the theme “I’m 
| getting my parents to vote, are 
you?” 

Swift & Co. is making a con- 
certed and sustained effort to im-| 
press its employes with the ur-| 
gency of registering and voting. 


s Letters are being mailed to all 
employes urging them to register. 
These letters are timed to reach 
employes about a week before the 
registration period in the states in 
which they live. Following the| 
registration period all employes 
will receive letters urging them to! 
| vote. 

A flap-board presentation, “The 
|Power of Your Vote,” has been 
| presented 216 times to about 10,- 
000 employes to date. Before elec- 
tion time, the company estimates, 
all its salaried employes (20,000 
lor more) will have seen this pres- 
| entation. 

The company magazine is car- 
|rying an article in the October is- 
sue stressing the “register and 
vote” idea. 


s Outside the company, Swift has 
presented eight television shows 
in four cities (Chicago, Milwaukee, 
Omaha and the Des Moines area) 
on the same theme. J. Walter 
Thompson Co., Swift's agency, esti- 
mates approximately 596,000 


viewers have seen these shows. 
is running a 
the 


Kraft Foods Co. 


small piece with “register- 


World, a sample of Peter Pan’s promotion, and a retail ad from Willoughby’s. The 
council reports that 1,069 newspapers have ordered mats; 500 electros have gone to 
magazines, and 3,698 outdoor posters have been shipped. 


vote” message at the bottom of an 
ad to appear in the October issue 
of House & Garden. 

The American Restaurant Assn. 
is enclosing Heritage Foundation 
mailing pieces in its monthly news 
bulletin explaining the drive and 
giving suggestions on how restau- 
rants can aid. Editorial copy in the 
bulletin will plug away at getting 
the restaurateurs to help from 
now until Nov. 4. 


Cadillac Promotes Chisholm to 
PR Head; Fields to Sales Exec 


Cadillac Motor Car division of 
General Motors Corp., Detroit, has 
promoted W. S. Chisholm to per- 
sonnel and public relations direc- 
tor. He succeeds M. E. Fields, who 


W. S. Chisholm M. E. Fields 


has been advanced to merchandis- 
ing manager. 

Prior to his promotion, Mr. Chis- 
holm was personnel and public re- 


| lations director at Cadillac’s tank 
| plant in Cleveland. He has been 


with Cadillac since 1925. Mr. 


Fields, in his new position, will | 


head the sales division’s merchan- 
dising, advertising and sales pro- 
motion activities. He has been with 
Cadillae since 1943. 


Textron Merges Sales 

Textron Inc., New York, has 
consolidated all sales and mer- 
chandising activities of the com- 
pany under the direction of Frank 
Fiore, who has been v.p. and gen- 
eral manager of the company’s 
gray goods division. Mr. Fiore is 
now v.p. in charge of sales of Tex- 
tron Inc. The company’s product 
divisions cover synthetic filament 
fabrics, synthetic spun fabrics, knit 
fabrics and cotton goods. The cot- 
ton goods division has recently 
been formed under C. O. Woods, 
general manager, who will report 


directly to Mr. Fiore. James E. 
Robison is executive v.p. of the 
company. 


Form Ovesey, Berlow & Straus 

A new agency, Ovesey, Berlow & 
Straus, has been formed, with of- 
fices at 57 Park Ave., New York. 
Regina Ovesey, who has dissolved 
her own agency, and Shelton F. 
Berlow and David Straus, both 
formerly with Lewin, Williams & 
Saylor, are the principals. 


George McCullagh, 
Toronto Newspaper 
Publisher, Dies 


TORONTO, Aug. 6—George Mc- 
Cullagh, 47, publisher of the To- 
ronto Globe & Mail and Telegram, 
died yesterday of a heart ailment 
after a long illness. 

A millionaire by the time he was 
30, Mr. McCullagh started selling 
| the newspapers he later owned 
when he was nine years old. After 
leaving high school, he worked for 
the Merchants Bank, London, and 
then joined the circulation staff of 
the old Morning Globe when he 
j}was 16. Five years later he became 
jassistant financial editor of the 
Globe but resigned in 1928 to join 
a brokerage firm. 

He became a director of sev- 
eral large mining corporations and 
amassed a considerable fortune by 
1936 when he bought the Globe. 
Shortly thereafter, Mr. McCullagh 
bought the old Mail & Empire and 
merged it with the Globe, making 
the Globe & Mail, Canada’s largest 
morning daily. In 1948 he bought 
the evening Telegram for more 
jthan $3,500,000. Combined circula- 
tion of the two newspapers is close 
} to 500,000. Mr. McCullagh was also 
a governor of the University of 
Toronto. 


| Appoints Robert Brown A.M. 


B. Robert Brown, formerly na- 
| tional sales manager for Interna- 
| tional Latex Corp., has been ap- 
| pointed sales-advertising manager 
|of Central Paint & Varnish Works 
Inc., Brooklyn. He heads up a 
|newly organized trade-sales divi- 
sion. Plans will be released shortly 
| for an extended advertising and 
merchandising campaign. 


KFEL-TV Gets All Networks 
KFEL-TV, Denver, first TV sta- 
jtion in the city, has made tempo- 
rary arrangements to carry pro- 
grams from all four TV networks. 
Gene O'Fallon, owner of the TV 


operation, says only DuMont is 
available on a permanent basis, 
since the other three networks 


have radio affiliates who are seek- 
ing, or have received, TV licenses. 


Names S. W. Caldwell Lid. 

S. W. Caldweli Ltd., Toronto, 
has been named exclusive sales 
representative in Canada for Guild 
Films Inc., Hollywood television 
film distribution organization. The 
Caldwell company is a radio sales 
and station representative. Tele- 
vision is scheduled to start oper- 
ating in Toronto and Montreal this 
fall. 
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‘ Along the Media Path 


@ The Citizen-Times, Asheville, 
N. C., is doing its best to promote 
western Carolina as a vacation 
area. With the help of local ad- 
vertisers, the paper put out a 60- 
page “vacation mail-away” issue 
on July 27. The issue was pub- 
lished as five sections of the regu- 
lar Sunday edition and carried pic- 
tures and copy on all recreation 
possibilities in the area. Earlier in| 
the summer the Citizen-Times | 
published a 12-page section pro- 
moting “Thunderland,” a musical 
drama being performed near Ashe- 
ville. Full-page pictures, depicting 
scenes in the drama, were spon- 
sored by Asheville merchants. 


e@ There were 4,328,000 tractors on 
U. S. farms as of July 1, 1952. This 
is reported by Farm Implement 
News in its annual Facts and Fig- 
ures issue. The farm equipment 
industry paper reports that “rela- 
tively large increases are indicated 
in the South, where increases have 
been pronounced in each year of 
the past decade.” Texas is the lead- 
ing tractor state. California has 
one-fourth of the crawler tractors 
being used in the country. 


e@ The magazines are patting them- 
selves on the back for the speed 
in which they got out their con- 
vention issues. Life has sent out 
a brochure showing how Life cam- 
eramen and reporters covered the 
Republican show. The U. S. News 
& World Report promotion is a 
“We did it again’ memorandum 
from editor David Lawrence to the 
staff. 


e Hunting & Fishing is offering 
advertisers a new and unusual 
service. Beginning with its Novem- 
ber issue, the outdoor magazine 
is going to run a list of dealers 
who carry lines being advertised 
in the issue. 

Names of dealers are to be sup- 
plied by the advertiser, with the 
number determined by the follow- 
ing ratio: 100 dealers’ names if 
copy runs 1-column, 200 dealers’ 
names if copy runs 2 columns, 300 
dealers’ names if copy runs 3 col- 
umns. A_ half-column advertiser 
may list 100 names the second time 
the ad appears. 

The dealers’ names must be giv- 
en to the magazine by the 15th 
of the third month preceding the 
date of issue. In other words, No- 
vember listings must be in by Aug. 
15. The dealers will be listed on a 
special page with alphabetical 
symbols opposite their name re- 
ferring to a list of advertisers. 


e Automotive News reports on the 
car dealer market in a new 16- 
page booklet. Based on a reader 
survey, the study covers the size 
and character of car dealerships, 
the services dealers provide, the 
products they sell and the equip- 
ment they use. 


e The Cotton Trade Journal, Mem- 
phis, weekly newspaper of the 
cotton industry, has reorganized 
its editorial pages along depart- 
mental lines. News stories are now 


LYNCHBURG 


VIRGINIA 


An Industrial Center, A Virginia Key 


City Reached Through 

THE LYNCHBURG NEWS & ADVANCE 

1. Effective buying income 
$65,524,000. 

. Quality of market index 108. 

. City zone population 50,339. 

. Lynchburg cannot be sold from 
the outside. 

ADVERTISE IN LYNCHBURG—GET OUR MARKET FOLDER 


me he 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


being placed under six headings: 


producing, merchandising, ginning, 
cottonseed products, compressing 
and warehousing, and spinning. 


e@ The Advocate, Victoria, Tex., 
published the biggest issue in its 
history July 20—a 166-page “Get 
Acquainted Week” edition. The is- 
sue had 21,017 inches of advertis- 
ing and more than 2,700 cartoons 
of local residents. 


e The Daily News Digest, Monroe, 
La., published a first anniversary 
edition July 17. The special issue 
ran to 80 pages and contained 56,- 
000 ad lines. 


e@ The Outdoor Advertising Assn. 
of America is offering a new sales 
aid for its members. This consists 
of a self-mailer which shows how 


el Be. 


ULTRA-MODERN—This architect's model shows the first unit of the new NBC television 
center being built at Burbank, Cal. This unit, which has two theater-type studios and 
a service building in the back, will be completed by October. 


a local business has used outdoor 
advertising. There will be 12 dif- 
ferent examples and they will be 
available to plant operators in 
quantities of 100 or more. 


Names Bozell & Jacobs 

Bozell & Jacobs, Chicago, has 
been named to handle advertising 
and public relations for Coronet 
Sales Co., Boston. Newspapers and 
magazines will be used. 


Acrisoil to Lewin, Williams 


Acrisoil Co., Newark, has named 
Lewin, Williams & Saylor, New 
York, to handle its advertising. The 
company markets soil conditioners. 


Buys KERO, Bakersfield, Cal. 
Kern County Broadcasters Inc. 
has bought KERO, Bakersfield, 
Cal. Gene DeYoung is president of 
the corporation and general man- 
ager of the station. Ed Urner is 


43 


sales manager and Kenneth Croes 
program manager. 


McNutt Adds Holt Mfg. Co. 


George C. McNutt Advertising, 
Oakland, Cal., has been named to 
handle advertising by Holt Mfg. 
Co., Oakland maker of floor main- 
tenance machines. A trade paper 
campaign is planned to begin in 
September. The agency has moved 
to 355 Grand Ave. 


NORTH CAROLINA 
1. Buying Center of Craven County. 
2. Quality of Market—1i06. 
8. Effective Buying Income 
$18,827,000. 
THE RICH NEW MARKET IS 
SERVED EXCLUSIVELY BY 
THE EVENING SUN JOURNAL 
REQUEST MORE FACTS—ADVERTISE IN NEW SERN 
} Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Gri 


ith Co. maintains offices 
in all principol advertising centers 
GET OUR CITY ZONE FOLDER — 


This General Electric booklet on distribu- 
tion transformers was printed on fine 
paper stock coated with 512K, a Dow 
latex. Faithful, accurate reproductions of 
four-color pictures were obtained, and 
the booklet presented a quality appearance 


in keeping with the 
company. 


Papers coated with 512K give excep- 
tionally accurate reproductions because 
the high degree of ink receptivity permits 
each half-tone dot to print cleanly and 


character of the 


THE DOW CHEMICAL COMPANY 
Plastics Department — Coatings Section — PL 417° 
MIDLAND, MICHIGAN 


New York * Boston + Philadelphia + Atianta « Cleveland + Detroit 
Chicago * St. Louis « Houston « San Francisco « Los Angeles 
Seattle « Dow Chemical of Canada, Limited, Toronto, Canada 


For a plus in your own literature, specify 
paper coated with 512K. 


sharply. Higher gloss and a smooth, eye- 
appealing finish are other advantages 
contributing to that luxury look. 
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Grant Opens Portland Oftice 
Grant Advertising Inc. has 
opened an office in the American 
Bank Bldg., Portland, Ore. The 
new office was opened primarily 
to service the account of Dodge 
division, Chrysler Corp., in the 
eight northwestern states and 
Alaska. T. N. Tracy, formerly as- 
sistant advertising manager of the 
Seattle Times, has been named 
manager of the new office 


PATERSON 


NEW —— 
Srd City in New 
THE PATERSON ‘CALL 

In 1951 the Morning Call carried 
more than 7,500,000 lines of local 
advertising. Department Stores and 
national chain food companies 
know, from long experience, the 
people of Paterson read and are 
influenced by their advertising in 
the Call. 


REQUEST meat FACTS—-ADVERTISE IN THE CALL 
attonaly Represented by 


WARD-GRIFFITH CO. 
The. Ward-Griffith Co. maintains offices 


-in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


'Chevvies, Colgate, Gillette and Ajax 


Gain Favor Among Readers of ‘Grit’ 


WILLIAMSPORT, Pa., Aug. 5— 
Grit, weekly publication for small 
town families, has issued its 17th 
annual brand preference report. 
The 1952 study is based on returns 
from 19,194 reader families. 

Highlights of the survey—by 
category—are as follows: 

1. Automotive. Chevrolet 
(29.7% ) and Ford (23.9%) are the 
favorite cars, with Chevrolet pick- 
ing up a little ground during the 
past four years. Pontiac is making 
a strong bid for Plymouth’s third- 
place spot. Chevrolet also has the 
lead in the truck field with 36.5% 
preference. Prestone, Goodyear, 
Champion and Willard are the re- 
spective leaders in anti-freeze, 
tires, spark plugs and batteries. 


|g 2. Drugs and cosmetics. Gillette 


has increased its leadership in 
razor blades from 31.4% in 1949 
to 44.4% in 1952. Vicks is still the 
favorite cold remedy, but its pref- 


erence has dropped from 30.6% in 
1948 to 17.3% today. Four-Way 
Tablets jumped from 13.4% to 
16.9% in the same period. Mum is 
the top under-arm deodorant with 
26.6% and Johnson & Johnson has 
more than 80% preference in both 


| baby oil and baby powder. 


Colgate registered substantial 
gains. In toothpaste, it moved from 
50.3% in 1948 to 61.6% in 1952; 
over the same period it went from 
30.3% to 43.1% in tooth powder. 
The big losers were Ipana in tooth- 
pastes and Dr. Lyon’s in tooth 
powders. Toni, which had 86.2% 
preference in 1948, still leads the 
home permanent wave field with 
61.4%. Lilt has moved up quickly, 
from 5.5% last year to 15.5%. 


® 3. Grocery Products. Pillsbury 
remains the leader in both the 
cake mix (38.0%) and hot roll mix 
(54.4%) fields. Still on the down- 
grade is Duff's, which went from 


' frozen vegetables. 
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| 20.1% to 4.2% in cake mixes dur- leaders are Ivory for bath soap 
ing the past four years and from (23.3%) and Lux for face soap 
28.4% to 12.5% in hot roll mixes. (21.1%). Another success story is 
Aunt Jemima holds the pancake Ajax in scouring powder, from 
mix lead with 51.3%, with Pills- 3.0% in 1948 to 28.4% preference 
bury second. Kellogg’s corn flakes, today. Over the same period, Old 
with 23.9%, still holds the lead in| Dutch Cleanser dropped from 
cold cereals. Wheaties, which lost | 45.5% to 27.7%. 

the top position in 1949, is second 
with 6.9%. 

Star-Kist, with 25.1%, is the 
favorite canned tuna fish. Last 
year’s leader, Chicken of the Sea, 
dropped from 26.7% to 24.0%. 
Maxwell House and Lipton are the | cooking ranges, with General Elec- 
respective brand leaders in coffee! tric at 4.5%, Kenmore, 4.3%, Magic 
and tea. Crisco has a two-to-one/ Chef, 4.2%, Frigidaire, 4.0%, Hot 
edge on Spry in shortening and / Point, 3.9%, Tappan, 3.9%. In re- 
Blue Bonnet has top preference frigerators, Frigidaire leads with 
in margarine with 21.2%. Snow 19.1%; General Electric is second 
Crop has top preference in frozen | with 14.8%. General Electric is the 
fruit juice—18.0%—and 48.4% of|top brand in both water heaters 
the respondents prefer Birds Eye! (10.1%) and food freezers (15.7%). 
| Philco is the leading brand in ra- 

In the soap field, Tide has made | dios (21.2%) and TV sets (13.2%). 
the biggest gains. This detergent} 5. Tobaccos. Camels retained 
is used by 18.6% to wash dishes | first place in cigarets with 45.0% 
(where only 8.4% used it in 1949) | preference. Lucky Strike held on 
and by 30.1% for home laundry|to second, but has dropped from 
(only 10.6% used it in 1949). Other! 30.9% in 1948 to 19.3% today. 
Prince Albert holds the pipe to- 


= 4. Home appliances. Preference 
among stoves for heating is spread 
over a number of brands, with 
Warm Morning in top position with 
only 5.0%. The same holds true in 


My boss sure knows his stuff! 


Plenty busy—our department! Big name accounts; heavy schedules; closing 
dates before you can turn around. Check copy, check art, push this, follow 
that—never a dull moment! BUT smooth! Like a 21 jewel watch!... The boss 
sure knows his production, and does he know his suppliers! They work 1. 
with us like they’re on the payroll . . . Incidentally, I've written “ROGERS” 


on our engraving orders ever since I've been here—and that’s a long time. 


Sue GRA YV f 
Master Craftsmen of Photo-Engraving 


CHICAGO 
2001 


CALUMET AVENUE * 


N G c oO 


Members of the 


PHOTO-ENGRAVERS ASSOCIATION 
CAlumet 55-4137 


| bacco lead (53.8%), and King Ed- 
| ward’s 17.7% nosed out White 
Owl’s 17.3% in cigars. 


‘Advertising Requirements’ 
|to Appear in January 

A new monthly covering the 
non-media advertising and promo- 
tion fields will make its initial ap- 
|}pearance in January, 1953. The 
magazine, Advertising Require- 
ments, will be published by Ad- 
| vertising Publications Inc., which 
publishes ADVERTISING AGE and In- 
dustrial Marketing. 

The publication will deal with 
the wide variety of materials, sup- 
| plies and services used by adver- 
tising, promotion and merchandis- 
| ing executives. Rates, circulation 
|} and personnel information on the 
new magazine have not yet been 
announced. 


Idaho State Ad Commission 
Promotes Potatoes, Onions 


The Idaho State Advertising 
Commission has tentatively allo- 
cated a budget expenditure of 
$150,000 during the fiscal year for 
advertising and promoting Idaho 
potatoes. In addition, the commis- 
sion has tentatively approved the 
expenditure of $50,050 for adver- 
tising the state’s onions. 

The commission said the budget 
will include advertising in about 
64 newspapers throughout the 
country, display advertising ma- 
terial, product publications and 
dealer service promotions. 


Milwaukee Admen Elect 
Richard Wells, president of Bad- 
ger Carton Co., Milwaukee, has 
been elected president of the 
Graphic Arts and Advertising 
Guild, Milwaukee. Other officers 
elected are Arthur Snapper, ex- 
ecutive v.p. of Milprint Inc., v.p.; 
C. W. Remington, v.p. of Mil- 
waukee Electrotype Co., secretary, 
and Earl Vogt, v.p. of L. Breit- 
haupt Printing Co., treasurer. 


JOURNAL STAR 


IN A MAJOR MARKET 


PEORIA, ILLINOIS 


Aes cover 
oy 2 oan 
| market. 


“Here are the facts” 

LARGEST Circula- 

tion in Mlinois.* 

2. LARGEST Metropoll- 

tan —_ in —_— 
50,512 


ae ‘est. Test Market 
in Midwest" says every 
| 5. Test Survey. at 
| 4. WH 


Sig TIMES LARGER pansy MALONEY 

ae other Mlinois ‘Advertising Director 

5. “We help you do the job.” 
MPA HR FY *Except 


WRITE FOR YOUR NEW PEORIAREA FACT FOLDER. 
Represented Nationally by 


WARD-GRIFFITH CO. 
ine Ward-Griffitt Co. maintains office: 
“in all principal advertising cen'ers 


~ GET OUR CITY ZONE FOLDEE 


¢ CHICAGO 16 
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Advertising Age, August 11, 1952 


Department Store Sales... 


Show First Decline Since May3 = 


WasHINcTON, Aug. 5—Sales in| 
the nation’s department stores dur- | 
ing the week ended July 26 aver- 
aged 2% below dollar volume in 
the same week last year, the Fed-| 
eral Reserve Board reported. 

This was the first time since the 
week ended May 3 that sales 
dipped below the 1951 level. As 
usual, New York headed the loss 
column, with a 10% district decline 
and a 13% drop in New York City 


DEPARTMENT STORE 
SALES INDEX 


1947-49 equals 100 


Week to July 26, ’52*..p79 
Week to July 28, ’51*....80 
Week to July 19, ’52*....82 
Week to July 21, ’51*....81 
Week to July 12, ’52*....83 
Week to July 14, ’51*....83 


*Not adjusted seasonally. 
pPreliminary. 


itself. Biggest loss for any one city | 
was the 32% decline for stores in| 
downtown Los Angeles. | 

The FRB also released its June | 
tabulation. Department store sales | 
in that month were 1% above June, | 
1951, and total dollar volume for 
the first six months of 1952 aver-| 
aged only 2% below sales for the | 
corresponding period last year. | 
# In light of the scare buying in| 
early 1951, this record is consid- | 
ered good and indicates that de-| 
partment stores may set another | 
alltime sales high this year. 

The June figures bear out pre-| 
vious reports of the buying surge | 
in the South. Gains by district over | 
the previous year were: Atlanta, | 
15%, St. Louis, 8%, Dallas, 12%, | 
San Francisco, 4%, Kansas City, | 
4%, Richmond, 5%, and Cleveland, 
2%. 


% Change from ‘51 
Week 


Federal Reserve of July July 
District and City June 19 26 
UNITED STATES ... 1 i—- 
Boston District ..... o —6 2 
New Haven ‘ —2 —7 7 
Boston 3 -—7 2 
Lowell-Lawrence ..... 4 9 7 
Springfield .. j ; —2 1 9 
Providence . -—1 -3 -—2 
New York District ... —i4 r—12 —10) 
Newark —10 r—14 —10) 
Buffalo : —1 —2 1] 
New York , —19 —13 —13) 
Rochester —1 -4 —3) 
Syracuse oo -5§ -—5 
Philadelphia District - —-4+ —1 
Philadelphia . —2 -—5 -—4 
Cleveland District .. 2-2? 1 
Akron 9 —1 5 
Cincinnati 9 -—2 0 
Cleveland o —2 4 
Columbus 9 7 6) 
Toledo 6 3 —1 
Erie —1 -—9 4) 
Pittsburgh 3 6UC8 2} 
Richmond District 5 rs 0) 
Washington o -—-3 -3 
Baltimore . “ 6 0 5 
Atlanta District ......... 15 ri 1 
Birmingham ..... 9 -8 7 
Jacksonville ........ 17 8 5 
Miami ll 13 9 
Atlanta .. _ ll 7 7) 
Augusta we 42 r40 31 | 
New Orleans 1 —3 17 
Nashville sank 21 19 ° 
Chicage District ....... ot 1 -—5 
Chicago sscnalbienns —2 2 —11 
Indianapolis .. 8 —2 —7 
Detroit ~ —2 --6 1 
eer —e “> 5 =o) 
St. Louis istrict .... —a= — 
Little Rock ............ 14 4 —6! 
Louisville i 14 7 3 
St. Louis Area 1 6-5) 8) 
Snccpetts wistie’ i ue + 
Minneapolis District... — 
Minneapolis ... . —4 10 7 
PORT HURON 
MICHIGAN 
Retail sales INCREASED 480% | 


in the last 10 years. Your ad-| 
vertising in the PORT HURON | 
TIMES-HERALD will cover 
that market! Our MERCHAN- | 
DISING DEPARTMENT will | 
help you! 


SEND FOR OUR PORT HURON MARKET FOLDER 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


San Francisco 
Portland 

Salt Lake City 
Seattle 
Spokane ... 


sed. 
*Data not available. 


St. Paul — 0 13 7 
Duluth-Superior 3 rl 4) hree 
Kansas City Distric 4 4 Ross Roy Inc. Names T. 
Denver een 0 6 De ff 
Wichita 6 7 7\ appointments in its troit office. producti P er; 
Kansas City 6 30 3 p uction manager, 
St. Joseph _3 —3  *| Donald W. Walton, who has han- French, 
Oklahoma City 8 8 
Tulsa 15 4 
Dallas District . 2 13 
allas ll 9 2 8 
El Paso he 1/rect preparation of all training jnator. 
se aggag 3 § 3) materials produced by the agency. 
San Antonio — a 2| William H. Mathews, formerly of 
San Francisco District 4 ri 
Los Angeles Area 1 6 —12) j , 
Saeteraeten | count executive. Robert L. Mobley 
Los Angeles ..... . =14 3 
Westside 
Los Angeles . : 
Oakland — ene —18 
San Diego . ““"" 3 10 12!Chrysler Corp. 


—| —% Swartz Controls Keystone 


3| Ross Roy Inc. has made three ner, sales manager; Theodore Role, | 


2\ dled the creation of sales promo- | Rovener, in charge of industrial | 
16 | tion literature and direct mail ma- relations, and Richard S. Shep-| 
|| terials, has been promoted to di- pard, government contract coord- | 


—6, Atlanta, has been named ar. ac- Dodge Inc. Names Ivan Hill 


—32\ has rejoined the agency’s copy trophies and giftware, has ap-| 
staff to edit two magazines pro- | pointed Ivan Hill Inc., Chicago, to 
S| duced for the Dodge division of direct its advertising and public | 


~ 
w 
~ 
J 


E. M. Swartz and his family | 


anf 
= ownership of Keystone Mfg. Co.,| at 260 Madison Ave. 


| Cunningham & Walsh Moves 
Cunningham & Walsh, New 
have recently acquired complete | York, has moved to new quarters 


45 


Dorchester, Mass., maker of ama- 


teur movie equipment. Mr. Swartz | 
has been named president. Officers | 
MASSACHUSETTS 


of the company are Robert C. Ber- | 


Robert E. 
chief engineer; Hyman 


income 
$109,128,000 Retail Sales 
Quality of market index 124 
Advertise and sell in Quincy 


Nationally | epresented by 
Dodge Inc., Chicago maker of | 


reijations. 


Fourth (4th) Market in Massachusetts 
Covered By The 
QUINCY PATRIOT-LEDGER 
$156,101,000 Effective buying 


ASK FOR OUR RETAIL DISTRIBUTION SURVEY 


WARD-GRIFFITH CO. 
The Word-Griffith Co. maintains offices 
"in all principal odvertising centers 

— GET OUR CITY ZONE FOLDER — 


. . it’s best not to tamper with imagination... 


Back in ’33, when Mrs. Tucker’s Shortening was a 
young product, VP in Charge of Sales W. S. (Shep) Dorset 
was convinced that radio would extend his product’s distri- 
bution. Via newspaper and package advertising, Mrs. 
Tucker’s countenance had become familiar to most North 
Texas housewives. It was time she went on the air. 


Wilson Crook of Crook Advertising made arrangements 
for Dorset, along with company president Arthur Hopkins, 
to audition five voices in the WFAA office of Alex Keese. 
One was sure to sound like Mrs. Tucker. 


“Her voice must never be heard!’’ 


eeethe story 

of Mrs. Tucker’s 
twenty years 
in radio 


For three hours they listened. No single voice would fit 
the mythical lady in the minds of the four men. If they 
couldn’t agree, what of the radio audience? If Mrs. Tucker’s 
voice should disappoint her listeners, it might destroy a 
favorable impression! The decision was unanimous — Mrs. 
Tucker would go on radio, but her voice must never be heard. 

Today, twenty years later, Mrs. Tucker’s is the oldest 
continuous program advertiser on WFAA-820. Radio has 
moved Mrs. Tucker’s products into a dozen Midwest states 
— has brought about expansion of plant facilities and the 
addition of new prod- 
ucts. WFAA is proud of 
its part in establishing 
Mrs. Tucker as a first 
lady of the land. 


EDWARD PETRY & CO., NATIONAL REPRESENTATIVES * ALEX KEESE, Station Manager * RADIO SERVICE OF THE DALLAS MORNING NEWS 
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Cae 


Stomsiibe 


The ‘Wild Tie’ Lassoed 

To the Editor: Apparently it 
takes a background of haunting 
second hand book stores to clear 
up mysteries about the author of 
popular verse that’s lost its cre- 
ator’s brand. For instance, “The 
Tie That Blinds.” 

Christopher Morley didn’t write | 
it. Neither did Ogden Nash, Sam- 
uel Hoffenstein, Dorothy Parker, 
or millions of other people. 

It was a fellow named Stoddard 
King. He wrote verse that ap- 
peared in the old Life, The Sat- 
urday Evening Post, and The 
Spokane Spokesman-Review. Some 
of his verse was collected into a 
book called “What the Queen Said, 
and Further Facetious Fragments.” 
The book was published in 1926 
by George H. Doran Co. and, on 
Page 43, you'll find the two verses 


most of your best 
manufacturing prospects 
have requested [EN 


here's why 


nu know how tough it is to find the 
rn in the most active manufacturing 


nt- who specify and buy your prod- 


P+ 


One reason is that titles don't 
an the same in different industries 
ev don't even mean the same in all 


npanies within the same industry. 


N found an answer to this problem 
k in 1933, when it originated prod- 
information publishing .. . concen 


trating not on HOW to do a job, but on 
AAT TO DO TT WITH. 


When operating, engineering and pro- 
déetion men with responsible positions 
digeov ered Industrial Equipment News, 
ihe asked for it They needed it, 
ties wanted it, so they requested it 
The real specitters and buyers revealed 

meelves through their interest: in} 
regular receipt of Industrial Equip- 
ment News. 


This? kind of request readership by 
specifiers and buyers is what makes 
Industrial Equipment News so effective 
for its advertisers, 


61,794 
65,858 


Average controled circulation 
Average total distribution 


750-850 advertisers in each issue — more 
than in any other publication of similar 
service or distribution. | 


Themas Publishing Company | 


461 Bighth Avenue, New York 1,N.Y. | 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


and two choruses of “The Tie That 


Blinds.” That's why I bought the 
book. . .that, and the little gem that 


starts “There was liquor in my 
locker—.” 
RAcpu B. Patcu, 
Dri-Gas Co., Chicago. 
a 

To the Editor: Ray Replinger, 
promotion man for The Spokes- 
man-Review, calls my attention 
to your July 21 issue and the story 
on Page 35 regarding authorship 
of “Give Me a Wild Tie, Brother.” 
Who wrote this ode to colorful 
neckwear? None other than an In- 
land Empire writer, Stoddard King, 
a columnist on The Spokesman- 
Review from 1907 until his death 
in 1933. The poem was first printed 
in his column “Facetious Frag- 
ments” in The Spokesman-Review 
of March 3, 1923. It has had var- 
ious titles, including “Call of the 
Wild” and “Down Where the Vest 
Begins.” 

Here is what Ralph Dyar says 
about the poem in his book, “News 
for an Empire”: 

“Authorship of this verse—with 
new titles such as ‘The Tie That 
Blinds’—was often claimed by 
others. A national textile publica- 
tion printed it on its front page, 
with the authorship credited to a 
U.S. admiral and with a story tell- 
ing how the old sea dog happened 
to write it. Vachel Lindsay, na- 


The 


| I like calm hats and I don’t wear 


tionally renowned poet, who be- 
came a close friend of Stoddard 
King, referred to it as ‘the poem 
stolen round the world.’” Dyar’s 
book has a whole chapter on King, 
including many of his poems both | 
humorous and serious. 

A complete and accurate copy of | 
the poem is enclosed. We feel sure | 
that both you and the American 
Machine & Foundry Co. will be 
glad to give Stoddard King the 
credit he properly deserves for his 
creation. 


V. H. Davey, 
Manager, Promotion and Re- 
search Department, The 


Spokesman-Review, Spokane. 
THE CALL oF THE WILD 

O some may long for the soothing 
touch 

Of lavender, creame or mauve, 

But the ties I wear must possess 
the glare 

Of a red-hot kitchen stove! 

The books I read and the life I lead 

Are sensible, sane and mild, 


spats— 
But I want my neckties wild! 


Give me a wild tie, brother, 

One with a Cosmic Urge! 

A tie that will swear, 

And rip and tear 

When it sees my old blue serge! 


O some will 
cravat 


say that a gent’s 


The Conrier-Zo 


+ Vine 


uml ¥ 


: | 
Eerste THE LOUISVILLE TIMES | 


Owners and operators of Rodic Station WHAS and Television Station WHAS-TV 
371,134 DAILY * 300,970 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


CHICAGO © CLEVELAND ¢ DETROIT 
INDIANAPOLIS * LOS ANGELES 
PHILADELPHIA © PITTSBURGH 


Should only be seen, not heard, 

But I want a tie that will make 

men cry 

And render their vision blurred. 

I yearn, I long for a tie so strong 

It will take two men to tie it 

If such there be, just show it to 
me— 


Whatever the price, I'll buy it! 


Give me a wild tie, brother, 

One with a lot of sins, 

A tie that will blaze 

In a hectic haze 

Down where the vest begins. 

Sropparp KING 

* ° ° 

Draws a Comparison 

To the Editor: I think AA read- 
ers could profit from one of the 
Creative Man’s characteristic com- 
parisons, using the Hilton and 
Marshall Field & Co. institutionals 
as subjects. These ads were headed 
respectively: 

America on Its Knees (Conrad 
Hilton); Give the Lady What She 
Wants (Field’s). 

To me one is a phony, the other 
is a great ad. 

H. W. O'Connor, 

Smith, Benson & McClure, 

Chicago. 

* . + 
Claims Johnson Was First 
with Ad Reproducing Coins 
To the Editor: On Page 19 of the 


current issue of Ap AcE, you show} 
a reproduction of the Bradford | 


are Probiew Solved 
for A BBW TRANSIT COMPANY 
with (ONNSON AS REGISTER 


000 


eS 


Dyeing Assn. ad. 

The caption claims that this is 
the first time U.S. coins have been 
legally reproduced in advertising. 

We don't want to make an inter- 
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national incident out of this, but 
enclosed is printed evidence that 
we may have a just claim to this 
questionable honor. As far back as 
January of this year, we prepared 
this copy for the Johnson Fare Box 
Co. It reproduces not only a pen- 
ny, but a dime, nickel and quarter 
as well. 

Incidentally, we had one devil 
of a time getting it by the en- 
graver. We couldn’t induce them to 
reproduce the coins until “J. Edgar 
Hoover” gave us the green light. 
| At any rate, we claim the “hon- 
|or” of being the first to show coins 
| higher than pennies—which makes 
la lot of “cents.” 

B. B. Pope, 
| Vice-President, Fred H. Eber- 
| sold Inc., Chicago. 

The Johnson ad appeared in the 
May issue of Bus Transportation. 
| e 
To the Editor: In your July 21 
issue of ADVERTISING AGE our at- 
tention was drawn to a short edi- 
| torial article on Page 19. It fea- 
{tured the Bradford Dyeing Assn. 
ad enclosed and mentioned their 
|claim that this is the first legal 


photographic reproduction of au- 
ithentic coins under an amended 
act of July 16, 1951. 

For the obvious reasons that 
follow we inquired into the publi- 
cation date of the Bradford ad and 
found that it first ran in the Daily 
News Record on June 25, 1952. 

It gives us great pleasure to be 
able to say that Hicks & Greist 
are renowned for their many 
“firsts,” and we believe that this 


Ud Beyer 


SAYS... 


ROCKFORD 


(at the Top in Illinois) 


Best Test City 
in the Mid-West 


Population 126,876 A.B.C. City Zone 


ROCKFORD MORNING STAR 
Rockford Register-Republic 
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is another. We created an ad for 
Rubber Corp. of America for the 
April issue of Plastics Merchan- 
dising showing authentic coins. 
Unless Bradford can say, there- 
fore, that their ad appeared in a | 
trade publication before June or, 
as a matter of fact, before April, 
we respectfully submit our ad as | 
the first legal photographic repro- 
duction of authentic coins under 
the amended 1951 act. 
FRANK H. Ecrpr, 
Hicks & Greist Inc., New York. 


Tip to the Creative Man 

To the Editor: The Creative 
Man’s “Pass the Bottle” (AA, June 
30) was quite a piece. Quality of 
the writing stands up to the best 
traditions of the English essay. 

But we have news for him... 

There is a liquor that tastes less 
like gin than any brand of gin in 
the world. 

It’s vodka. Vodka has the color 
of gin, performs the function of 
gin, but is without the botanical 
flavor of gin—almost without 
liquor odor or after-breath of any 
kind. 

Vodka is the most gentlemanly of 
all the known liquors—the most 
self-effacing. It never pushes itself 
or imposes its flavor on the other 
ingredients in a drink. This is true 
for the very good reason that it has 
none. 

The funny thing about it is that 
vodka—in the popular 80 proof 
version—is less strong than gin, 
Scotch, blended or bonded whisky, 
rum or brandy. 

And another interesting thing 
about it. Vodka is sensational on 
the West Coast—a success of major 
proportions—and comes from Con- 
necticut! 

The next time you order Mar- 
tinis, make them vodka Martinis. 

You can readily use as little 
vermouth as a single drop. Since 
the vodka is 80 proof you can’t 
possibly make your Martinis more 
than 80 proof. So make them 4-1, 
8-1, 12-1—it doesn’t matter. 

And the next time you see that 
good Smirnoff vodka don’t. . .““Pass 
the Bottle.” 

MILTON GOODMAN, 

President, Lawrence G. Gum- 

binner Advertising Agency, 

New York. 

P. S. Yes, we do the Smirnoff 
vodka advertising. 


Adds to Admen’s Lingo 

To the Editor: I predict that 
after John Crichton’s blast on ad- 
vertising language (AA, July 28) 
a lot of guys in the ad game will 
be even ashamed to talk to them- 
selves. 

He has written very sharply a 
piece that simply had to be written. 
And I think he has included darn 
near everything that’s said by our 
more flamboyant practitioners. 
Without getting too far away from 
his frame of reference I thought 
of a couple more with a pretty 
high shudder-quotient: | 

A horseback opinion; Mother-in- 
law survey; Let’s segmentize our 
thinking;...Hear he's belting the 
grape;...He’s gone for the magic | 
lantern medium; (near lunch 
time) Let’s bob for olives; (For | 
Ivy-Leaguers at nuts-and-bolts 
sessions): “It ain’t gonna work.” 

SetH DENNIS, 

Promotion Manager, Edward 

Petry & Co., New York. 


Suggests Table of Tissue Ads 

To the Editor: Reading the item 
in the recent Rough Proofs, I ob- 
serve that I am not the only one 
who is amused by the claim of the 
Doeskin people that Kleenex ad- 
vertising a sale of its tissues is un- 
fair to the retailer (not men- 
tioning Mr. Doeskin). 

But because I am familiar with 
the record of the ethical practices 
of International Cellucotton Prod- | 


ucts Co. under the direction of 
Chairman of the Board Ernst Mah- 
ler, who invented Kleenex and 
created the name Kleenex for the 
product, I would like to make a 
suggestion: 

Ask ICP to authorize the Arthur 
Nielsen Service to give you a tab- 
ulation (a) by company name (b) 
by brand (c) and by year since 
1927...of tissue advertising in 
newspapers, magazines, radio and 
other means of publicity. 

This Nielsen report will show 
Kleenex in one column and names 
of tissues such as Doeskin, etc., in 
succeeding columns. 

This will show that Doeskin and 


most other distributors of tissues 
(there are one or two exceptions) 
relied for decades upon Kleenex 
to create a public demand for tis- 
sues while the others who spent) 
nothing, grew and grew, because 
Kleenex did not sooner give them 
“what for” by means of a price| 
challenge! 
Everyone in the industry is 
familiar with the method whereby | 
a new product like Kotex, Kleenex, 
Home Wave, etc., finds itself with | 
a horde of “camp followers.” That’s | 
the Kleenex story and I’m asking | 
...“Who has the right to holler?” 

Morton HAcuvue, 

Chicago. 
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Davis Corp. Switches Agencies 


G. W. Davis Corp., Richmond, 
Ind., maker of hand and power 
lawn mowers, has switched its 
account from Sidener & Van Riper, 
Indianapolis, to Kircher, Helton & 
Collett, Dayton. Trade publications 
and consumer magazines will be 
used. 


Cleworth Moves in Chicago 

The Chicago district office of 
Cleworth Publishing Co. (Plastics 
World, Power Equipment, Indus- 
trial Woodworking and Mainten- 
ance), has moved to larger quar- 
ters at 185 N. Wabash Ave. The 
company’s main office is in Green- 
wich, Conn. 


Admen everywhere, in fact, are con- 
fronted by this common problem 
How to obtain high grade printing at 
reasonable cost 


But wait. Please do not be misled 
at this point. Wagners do not solicit 
your business on lowest prices. The 


moncy-saving advantage to admen who 
deal with Wagners is our skilled 
cooperation and close attention tw de- 


tail that produces better printing— 
without added cost 
You see, Wagners have worked 


with Midwest agencies and advertising 


tessional service to professionals. 


Admen from Davenport to Galesburg to Peoria! 


Fred Cumblad 


Ted Nelson 


managers for over 25 years. And so we believe that we know how to deliver pro- 


The two fellows shown above are Wagner representatives ready to serve you at 
your request. In the meantime, ask us to send you “Printing Pointers” regularly. 
WAGNERS, Printers, Typographers, Lithographers; Davenport, lowa. 


Ford Promotes Two 

Joseph Bara, car distributor for 
the Dearborn assembly plant of 
Ford division of Ford Motor Co., 
has been named national distribu- 
tion manager for the division. He 
succeeds W. E. Kimbrough, who 
has been promoted to manager of 
the truck sales department of the 
general office. 


CBS-TV Promotes Shurick 


Edward P. Shurick, an account 
executive with CBS Television, 
New York, for the last 10 months, 
has been named manager of sales 
development for the network. 


Newman to Hewitt, Ogilvy 


John Newman, formerly with 


the J. Walter Thompson Co., has | 


joined the copy department of 
Hewitt, Ogilvy, Benson & Mather, 
New York. 


Reed’s to Lewis & Gilman 
Jacob Reed’s Sons, Philadelphia 
men’s clothing manufacturer, has 
named Lewis & Gilman, Philadel- 
phia, to direct its advertising. 
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American Oil Co. Joins Tire Makers in 
Fight Against FTC Limited Discount Order 


WasuincrTon, Aug. 5—The Amer- 
ican Oil Co. last week joined the 
battle against a Federal Trade 
Commission order limiting the 
rates of discount which manufac- 
| turers can give large quantity pur- 
| chasers of automobile tires. 

The oil firm said the discount 
ceiling is illegal. It warned the 
district court here that the ultimate 
effect would be to eliminat pri- 
vate brands and deprive the pub- 
lic of the benefits of efficient and 
economical marketing methods. 


The discount ceiling on tires was | 
issued by FTC Jan. 4, after) 


commission studies showed that a 
handful of large distributors were 


able to sell tires for less than small | 


distributors bought them. 

While the authority to fix a 
maximum discount unit has been 
in the Robinson-Patman Act for 
many years, it was the first action 
of this kind ever taken by FTC. 


‘We 


ERIE DISPATCH 
Products ADVERTISERS 


Every Wednesday, 3:30 to 4:00 PM, 
Dispatch Television Kitchen offers mer- 
chandising co-operation—at no extra 
cost. Demonstrations of kitchen prod- 
ucts tie in beautifully with Thursday 
Erie Dispatch food issues. 


A new combination to promote 
sales in the Greater Erie Market 


Tue Erie Dispatch offers as a bonus to kitchen products advertisers 
(1) a live Kitchen Arts Show on WICU-TV with a large responsive 


audience which has followed it closely since 1949 (2) participating 


announcements on radio station WIKK. These two merchandising 


assistance and co-operative offers will assure kitchen products 


advertisers of the most complete coverage of Eric, Pennsylvania and 


vicinity ever offered. Write or call Erie Dispatch, Erie, Pa., 


(or Lamb Enterprises, Inc.) for complete details on this 


truly remarkable offering to national advertisers. 


* RADIO 
* TV 
* NEWSPAPER 


As an additional bonus on radio sta- 
tion WIKK, merchandising assistance 
and co-operation on the Erie Dispatch 
household program. With 5000 Watts, 
WIKK has extra coverage and proved 
listenership in the Erie area. 


7 THe Erie Dts 
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nd RADIO assistance given to 


* 


Newspaper advertising in the Erie Dis- 
patch, plus TV and Radio Merchandising 
assistance—at no extra cost! That's the 
successful formula for Kitchen Products 
advertising in Erie, Pennsylvania, 


adsisdance you 


can't 


el4e 
in the Y. §. A.! 


Edward Lamb Enterprises, Inc., Hotel Barclay, 111 E. 48th St., N. ¥. C. 


WICU-TV—Erie, Pa.—Headley-Reed Co. 
WTYN-TVY—Columbus, O.—Headley-Reed Co. 
WHOO—Orlando, Fla.—John E. Pearson Co. 
WIKK—Erie, Pa.—Headley-Reed Co. 
WTOD—Toledo, O.—Headley-Reed Co. 

ERIE DISPATCH, Erie, Pa.—Reynolds-Fitzgerald 


The commission fixed as the 
maximum unit one carload ordered 
at one time for delivery to a single 
place. 

The order was to become effec- 
tive on April 5 but was suspended 
after tire manufacturers asked the 
district court to examine its valid- 
ity. American is the first large dis- 
tributor to join the tire industry's 
attack on the order. 

American described its market- 
ing of “Amoco” tires from Maine 
|to Florida through gasoline sta- 
tions, distributors and jobbers. It 
expressed fear that the discount 
ceiling would force it, and other oil 
companies, out of the retail tire 
business. 

Elimination of private brands 
| would promote monopoly and in- 
| jure competition, it said. 


|@ “The increased competition thus 
|engendered has involved no ele- 
|ment of monopoly or discrimina- 
| tion, and has materially benefitted 
| consumers,” the company asserted. 
|“Consumers have enjoyed a wider 
| choice of tires at a greater number 
|of convenient locations. Prior to 
oil company private brands, such 
as those of the plaintiff company, 
few retail service stations offered 
| tires and tubes for sale.” 


s American contended that it is 
entitled to enter into contracts for 
the purchase of tires at prices 
which make adequate allowance 
for cost savings resulting from ef- 
ficient purchasing and marketing 
methods. The company contends it 
is entitled to receive a lower price 
l|which reflects the services 
it performs, such as designing and 
|testing, transporting, warehous- 
ing, financing, advertising, pro- 
|moting, selling and distributing 
| tires. 

| FTC concedes that companies 
are ordinarily entitled to discounts 
which allow for services rendered 
and reduced selling costs, but it 
insists that these discounts can be 
| limited if there is evidence that the 
| price differentials in the industry 
are so great that there is danger 
that competition will be injured. 


|New Tangee Bows in Canada 

The Toronto office of Robert 
Otto & Co. is directing advertising 
| for a new lanolin base, non-smear 
lipstick, being introduced by Lift- 
| Tangee (Canada) Ltd., Montreal. 
|Copy for the new Tangee with 
| Permachrome broke in July issues 
(of national weekend papers and 
| magazines in both English and 
| French. 


| Industrial Admen Elect 

| Dick Sickler, E. I. du Pont de 
Nemours & Co., has been elected 
president of the Eastern Industrial 
| Advertisers, Philadelphia. Other 
‘officers elected are Pete Ullman, 
Roland G. E. Ullman Organization, 
v.p., and E. M. Reynolds, Fox & 
Mackenzie, treasurer. 


Schroeder Joins Milprint Inc. 

| Robert J. Schroeder has resigned 
as advertising production manager 
of S. C. Johnson & Son, Racine, to 
join Milprint Inc., Milwaukee, as 
assistant sales manager of the ad- 
vertising display division. He will 
assume his new duties on Sept. 1. 


| Power Sander to Jenkins 

Ray C. Jenkins Advertising, 
| Minneapolis, has been named to 
|handle national advertising and 
sales promotion for Power Sander 
Inc., Minneapolis maker of sand- 
ing equipment for trucks and 
buses. ‘ 


| Aronson Leaves Daytimer 

| §. Shimer Aronson, president 
and general sales manager of Day- 
timer Shoe Co., Worcester, Mass., 
has resigned. He has been associ- 

jated with the company for 20 

| years, starting as a salesman. He 

| will announce his plans in the fall. 
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MATCH FACTS—This giant matchbook, de- 
signed by the sales promotion depurt- 
ment of Schenley Laboratories, gives 
factual information about 11 of the com- 
pany’s ethical drugs. Each match has a 
number and a product name, keyed to 
list of product descriptions on inside cover. 


Exports Important 
to 27% Questioned 
by ‘Mill & Factory’ 


New York, Aug. 5—The impor- | 


tance of foreign trade to Ameri- 
can industry is shown in a recent 
mail survey made by Mill & Fac- 
tory. 

While 86% of those queried re- 
ported export sales of 10% or less, 
27% of the companies reply- 
ing to the questionnaire believe 
that some export trade is impor- 
tant to maintain full employment 
in their plants. The remainder feel 
that sudden loss of foreign busi- 
ness would have little or no effect 
on their operations. 

According to about one-third of 
the respondents, an eye must be 
kept on foreign markets for the 
sake of future financial well-being. 
A total of 42% expressed the in- 
tention of expanding export op- 
erations over the next two years. 


Parker Named Ad Manager 


Jackson L. Parker, formerly 
advertising and sales promotion 
manager of Bijur Lubricating 
Corp., Rochelle Park, N. J., maker 
of industrial central lubricating 
systems, has been appointed ad- 
vertising and merchandising man- 
ager of Grayton & Knight Co., 
Worcester, Mass., manufacturer of 
industrial leather. He also will di- 
rect sales promotion activities for 
the G&K affiliates, International 
Packings Corp., Bristol, N. H., 
maker of synthetic rubber pack- 
ings, and Dixie Leather Corp., Al- 
bany, Ga., manufacturer of textile 
leather. 


Colihan Joins Richard Meltzer 


John P. Colihan, formerly pub- 
lic relations director for the Cali- 
fornia Dairy Industry Advisory 
Board and with Brisacher, Wheel- 
er & Staff, San Francisco, has been 
named publicity and public rela- 
tions director of Richard N. Melt- 
zer Advertising, San Francisco. 


Crosley Promotes Appleton 


Walter C. Appleton has been 
named eastern regional manager 
of the Crosley division, Avco Mfg. 
Corp., with headquarters in New 
York. He has been with the com- 
pany for a number of years. 


NEGROES SPEND 
$15 BILLION A YEAR! 


DO THEY SPEND IT 
ON YOUR PRODUCTS? 


You can get your share of this vast and 
wealthy market—reach Negroes the way 
they want to be reached—through their 


Grapette Expands in Brazil 
Grapette Export Co., Camden, 
Ark., is continuing its Latin Amer- 
ica expansion program, principally 
in Brazil, which it began in the fall 
of 1951. More than 30 new plants 
are expected to be operating in 
Brazil within the next year. The 
largest plant will be Grapette 
Paulista S.A. in Sau Paulo, operat- 
ing two 40-spout bettling lines, 
with warehouses in Campinas, 
|Santos, Sorocaba and Cacapava. 
|The company is capitalized for 
$20,000,000 (Cruzeiros). James 
| Patrick Swan, for 13 years a rep- 


| resentative for Pepsi-Cola Co., has | 


|joined Grapette Export and will 
manage its Brazilian office and 
plant. 


Klate Heads KECA-TV Art 


Seymour Klate, who has been 
production facilities director and 
art director of KTTV, Los Angeles, 
for the past three years, has been 
named art director of KECA-TV, 
Hollywood ABC-owned station. 


| Craftsman to Segall Agency 


San Francisco, has named Theo- 
dore H. Segall Advertising, San 
Francisco, to direct an intensive 
television and direct mail cam- 
paign. The drive will be keyed to 
a new quarterly premium automo- 
bile insurance policy recently 
created by Craftsman. San Fran- 


cisco will be used as the initial | 


testing area for a full-scale pro- 
motion which will later be ex-| 
panded to other cities. 


Donnelley Elects Officers 

| CC. C. Haffner Jr., president of 
R. R. Donnelley & Sons Co., Chi- 
|eago printer, has been elected 
chairman of the board and chief 
|executive officer. He succeeds 
'Thomas E. Donnelley, who has 
{been named honorary chairman. 
Herbert Zimmerman, chairman of 
the executive committee, has been 
elected vice-chairman and Gaylord 
Donnelley, executive v.p., presi- 
dent. Oliver S. Sperry, v.p., suc- 
|ceeds Gaylord Donnelley. 


| Excelwel Names Epps PR | 


Craftsman Insurance Agency, 


Excelwel Mfg. Co., Detroit, has 
named Fred A. Epps & Associates, 
Detroit, to handle extension of 
public relations activities and ad- 
vertising for Automatic Screw 
Machine products, stampings and 
assemblies. 
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Resigns Venetian Blind Co. 


VanSant, Dugdale & Co., Balti- 
more, has resigned the account of 
Eastern Venetian Blind Co., Balti- 
more. The account will be handled 
by Zalmen J. Brinbaum, who re- 
cently resigned as ad manager of 
the company. 


TV SPo 


_At Low Prices You'll Like 


Show You How To 


Cut Costs On 


TV Commercials / 


With our 35 years experience . . . 
highly trained staff . . 
ratory and latest equipment, we produce 
quality TV spots, show openings, etc., at a 
price lower than anyone else can touch. 
Send us your copy for estimate 


 FILMACK STUDIOS 


1335 S$. Wabash 


Ts 


with our 
. our complete labo- 


Chicago 5, Il. 


BOAYTON 


r 


own Race publications—the newspa Ts | 


and magazines they welcome into 


eir | 


homes and read constantly. Negroes are | 
| 


intensely loyal to the advertisers they see 
in their own publications—give this mar- 
ket an urge to buy that they'll respond | 
to! Stop overlooking $15 billion—Negroes | 
buy what you sell—if they read about it | 
in their own publications! For full details | 
write Interstate United Newspapers, Inc., 
545 Fifth Ave., N. Y., serving America’s 
leading advertisers for over a decade. | 


ONE EXAMPLE: for a publication that sells | 

the cream of this rich market, you can’t beat 

the New Courier—read by 1,500,000 Negroes in 

42 states each week. Color comics, magazine 

section, and news section help make gee 
1 e 


ica's most D: weekly 
Negro—you'll sell the Negro! 


| 


paper. t 


Act now! 


@ CoLumBUS 


-eeand the key 
to it is the.. 


Canton Families use up to 
38.7% more Detergents and Soap 


Canton, Ohio is a Key 
DETERGENT & SOAP Market 


Key Facts: Canton’s deep well water varies from 22 to 36 
grains hard. In Cleveland, the water is only 8 grains hard. 


A Canton family will use as much as 38.7%, more soaps, detergents and 
cleansers than a comparable Cleveland family. And the 83,292 families in the 
Canton Metropolitan area have an average effective buying income of $5,179. 


One newspaper, the Repository, covers these families—96.7% city 
zone coverage; 99.4% home delivered. No other newspaper gives 
you merchandisable coverage of this key market. 


A Brush-Moore newspaper, represented nationally by Story, Brook: & Finley 
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Resigns Margarine Account 

McCann-Erickson, San Fran- 
cisco, has resigned the Sunnybrook 
margarine account, a product o 
Coldstream Products Co., a sub- 
sidiary of Safeway Stores Inc., San 
Francisco. 


McCann Promotes Sommer 
Albert A. Sommer, v.p. and 
manager of the Cleveland office 
of McCann-Erickson, has been 
promoted to group head in the 
agency's Chicago office. He has 
been with the agency since 1934. 


Francom Names Williams 

Donna Williams, formerly with 
KNAK, Salt Lake City, has been 
named assistant production mana- 
ager of Francom Advertising, Salt 
Lake City. 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for over 55 yeors 
90 Fifth Ave., New York 11 
OR 5-3523 


When you 
need 


RECENT 
BIRTH 
LISTS 


Daggett & Ramsdell a 


New York, Aug. 5—The sales 
force of Daggett & Ramsdell has 
been merged with the sales force 
of Zonite Products. Zonite makes 
Forhans toothpaste and other drug 
products. Daggett & Ramsdell is a 
cosmetics producer. Both are cli- 
ents of Erwin, Wasey & Co. 

In announcing the merger, 
Arthur Weglein, president of Dag- 
gett & Ramsdell, said his company 
will benefit from Zonite’s wider 
distribution range. “We will be 
able to increase our contacts with 
the trade tenfold,” he stated. 

Bob Buckalew, general sales 
manager of Zonite, has also as- 
sumed sales managership of Dag- 
gett & Ramsdell products. 


ws Mr. Weglein said that under the 
merger D&R plans to resume its 
former position as “one of the 
leading national advertisers in the 
cosmetics field.’ He reported that 


} 
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We prescribe 
) KWKH” 


‘ Says T. A. WILLIAMS 


Owner, Williams Physicians and Surgeons Supply Co 
and Williams Physicians and Surgeons Pharmacies 


E To meet competition from the modern, mass-mer- 
j @@ chandising drug store, a professional pharmacy needs 
more than “a good reputation”. Read what Mr. T. A. 
} Williams recently wrote us about KWKH'’s big con- 
tribution to the success of his pharmacy operation. 


: 
' ST personally want to thank KWKH for the large part they 
| are playing in increasing our sales volume. Operating a 
strictly professional type of pharmacy in competition with 


many cut-price drug stores, we had a big job on our hands. 
We gave that job to KWKH knowing it to be the most popu- 
lar as well as the most powerful radio station in this area. 

“Our advertising over KWKH has gone far in acquainting 
the general public with the advantages of having their pre- 
scriptions filled and obtaining their sickroom supplies at a 
professional store. It has very successfully increased our local 
retail volume as well as our mail order prescription business. 


(Signed ) T. A. Williams, F.A.C.A.9? 


Study No. 2—Spring 1949 


listeners’. 


and Oklahoma counties.) 


KWKH DAYTIME BMB MAP 


KWKH's daytime BMB circulation is 303,230 families, 
daytime in 87 Louisiana, Arkansas and Texas counties. 
227,701 or 75.0% of these families are * 
(Nighttime BMB Map shows 268,590 families in 
112 Louisiana, Arkansas, Texas, New Mexico, Mississippi 


‘average daily 


KWKH 


A Shreveport Times Station 


SHREVEPORT 
50,000 Watts * CBS Radio 


LOUISIANA 


The Branham Company, Representatives 


Henry Clay, General Manager 


nd Zonite Merge 


; Sales Forces; D&R Boosts Ad Budget 


| the “first steps” already have been 

taken with the company’s return 
}to magazines in July, advertising 
D&R’s deodorant cream. New cam- 
paigns are now being prepared for 
Elorda cream and D&R’s cold 
cream, cleansing cream and hand 
cream. 


Fair Traders Won't Push 
for Amendment to McGuire Act 


intend to petition Congress for any 
amendments to the McGuire Act, 
according to Dr. John W. Dargavel, 
chairman of the Bureau of Educa- 
tion on Fair Trade and executive 
secretary of the National Assn. of 
Retail Druggists. 

“The record of the debate on the 
McGuire bill in the House and 
Senate clearly shows that many 
members of Congress believe that 
in voting for the McGuire bill, 
they were overcoming the Went- 
ling decision,” it was said. The 
Wentling decision permitted mail 
order houses to sell across state 
lines without any consideration of 
fair trade laws. 


Promotes Emil Klumpp 

Emil J. Klumpp, v.p. of Lettering 
Inc., New York, and general mana- 
ger of the New York studio, has 
been promoted to director of de- 
sign, advertising and sales promo- 
tion. Archie Drummond, formerly 
j with the Chicago studio, is now 
| general manager in New York. Mac 
Wolff has been promoted to sales 
manager of the New York studio. 


Resigns Wilkins Coffee 

Lewis Edwin Ryan Advertising, 
| Washington, has resigned the John 
H. Wilkins account, a Washington 
|producer of a regional brand of 
coffee in the District of Columbia 
}and several surrounding states. The 
|agency has handled the account for 
|23 years. 


| Edwards Is Board Chairman 


David F. Edwards, since 1927 
|president of Saco-Lowell Shops, 
| Lowell, Mass., has been elected 
|chairman of the board. Malcolm 
D. Shaffner, executive v.p., has 
been elected president to succeed 
Mr. Edwards. 


| 
|Crosley Promotes Williams 
Robert K. Williams, with the 
|company for 11 years, has been 
|promoted to director of the mer- 
|chandising division of Crosley 
| Broadcasting Corp., Cincinnati. He 
| succeeds the late Jack Zinselmeier. 


Advocates of fair trade do not) 


| Gotland 


oe 


4 
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Parker Pen Co. 
Plans Campaign — 
of Spread Ads 


JANESVILLE, Wis., Aug. 7—The 
magazine phase of Parker Pen Co.'s 
fall ad campaign this year will con- 
sist entirely of full-color spreads. 

The magazine copy breaks in 
The Saturday Evening Post (as it 
has for more than 50 years). The 
first ad is set for Aug. 20 and will 
be followed by spreads in Esquire, 
Life and Look. 

The entire fall campaign is 
scheduled to run during a 19-day 
period, much as it has in previous 
years. 

However, the increased impor- 
tance of the fall promotion is evi- 
dent from the fact that it no longer 
is referred to as a “back-to-school” 
campaign. The drive has been 
broadened to appeal to all elements 
in the population. 


® High spot of the 1952 promotion 
is the fact that Parker is introduc- 
|ing two new pens to fill the gap 
|which previously existed between 
its $5.75 Parker “21” and its $12.50 
Parker “51” special. 

The new pens—the “21” Deluxe 
|at $7.50 and the “21” Custom at 
$10—are being featured promi- 
nently in all ads. As a result of the 
move, Parker retailers will have 
pens at $2.50 intervals between 
$3.50 and $15. 


@ There are two main reasons for 


| 


todays health 


MARKET FACTS 


Markets ore people — 
Families need and buy more than individuals. 


NEW COLOR SPREAD—This four-color spread scheduled for the Aug. 20 issue of The 
Saturday Evening Post will launch Parker Pen Co.'s 19-day fall ad campaign. 


| the introduction of the new pens: 


1. It will make it easier for pen 


|retailers to meet customers’ price 
| requirements. 


2. Two out of every three pens 
now sold in the $5-$10 price range 
reportedly are Parker “21s”. The 
company naturally feels it is log- 
ical to devote added attention to 
the medium price field. 

Traditionally, there are three 
peak periods annually for pen 
sales—Christmas, early fall and 
May-June, with sales in that order. 

Recently, however, fall sales 
have begun to approach Christmas 
volume. And, having tested the 
power of magazine spreads since 
the end of the war, Parker plans 
to give the fall promotion extra 
punch by using spreads exclu- 
sively. 


@ Large-space newspaper ads in 
405 papers in 389 markets will be 
used to announce the new pens. 
The ads will run during the weeks 
before and after Labor Day, at the 
discretion of the local Parker rep- 
resentative. 

The company expects that more 
than 8,000 retailers will run tie- 
in ads in newspapers to push the 
complete line. 

In addition, Parker has devel- 
oped a variety of new displays, TV 
film strips, radio spot announce- 
ments, mats and enclosures for use 
by dealers. Having tested TV spots 
for about a year, there is also a 
possibility that the company may 
go into TV more extensively dur- 
ing the coming year. 


s The new spread campaign will 
not affect Parker’s unusual trade 
series, which has been running 
since April. The trade promotion is 
a sort of combination public rela- 
tions and institutional approach 
designed to familiarize the dealers 
with the human beings who are 
identified with Parker. 

The first ad, for example, in- 
troduced ad manager Dave Wat- 
rous, and included a brief message 
from him describing Parker’s ad- 
vertising policies in straight-from- 


| the-shoulder language. 


Another recounted the fact that 
in the 1880s, George Parker was 
a telegraphy teacher in Janesville, 
who had a side line repairing his 


FAMILIES: 84.0% of TODAY'S HEALTH subscribers have 
from one to five children. 
Home owners need and buy maintenance and home if 
furnishings and with large or small families these 
BUYING POWER: expenditures continue through the yeors. 
78.5% of TODAY'S HEALTH subscribers are Home Owners. 
Incomes $2,000 to $4,999 . 42% 
(For all U. S. families) 55% | 
HOME OWNERSHIP: taconek Sheen end er 467% | 
| (For oll U. S. fomilies) 7% | 
READERSHIP: Average TOTAL MONTHLY READERS . 4,031,922 | 


In no other publication con you reach a preselected market 
of greater potential soles and profit possibilities 


+ 


space of such 


‘ fe ne other publication can you purch 
* © tow cost. Get all the facts about TODAY'S HEALTH and 
* OS the Merchandising plans — Just write, wire or phone 


“SD Ash Lai 
/ 2. 


| ee 


pealtts 


American Medical Association 
Phone: WHitehall 4-1500 
535 N. Dearborn St. Chicago 10, Ill, 


pupils’ pens. A few years later, he 
had perfected an invention, the 
“Lucky Curve,” which set Parker 
Pen Co. on the road to success. 

J. Walter Thompson Co., Chi- 
cago, is the agency. 


Donato Joins Guild Films 

Nat V. Donato, formerly national 
sales manager of C. P. MacGregor, 
New York radio transcriptions 
company, has joined Guild Films 
Inc., New York, as eastern sales 
manager. 


Shelby to ‘Washington Post’ 

Neal William Shelby, formerly 
with the Miami News, has been 
appointed to the general advertis- 
ing department of the Washington 
Post. 


Admiral Advertising Moves 

Admiral Advertising, New York, 
has moved to larger quarters at 
175 Fifth Ave. 
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B, pre-selling the buyer on certain products or 
styles, the printed page helps create the ever-increas- 
ing demand for products of the automobile and 
accessory industries. 

Over the years, the promotional efforts of these 
manufacturers have developed wide acceptance for 
the many accessories that add to the enjoyment and 
safety of motoring. Radios, heaters and directional 
signals are now almost standard equipment. Soon, 
other accessories will be helped to graduate from 
novelty to necessity by the power of the printed page. 

The finer reproduction assured by Oxford Quality 
Papers can be the key to more effective selling-in- 
print. Whether your next promotion is planned for 
letterpress, offset, or rotogravure, there is an Oxford 
coated or uncoated paper that will give you a better- 


looking, more economical job. 
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XFORD PAPERS 
Help Build Sales 


OXFORD PAPER COMPANY 
230 Park Avenue, New York 17, N. Y. “ted 


Mills at Rumford, Maine, and West Carrollton, Ohio 
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Pea Sehr eas COATED PAPERS 


ct rs : Polar Superfine Enamel 

eS seth Maineflex Enamel 

Mainefiex Enamel Cover 

Mainefiex Enamel, Coated One Side 
Mainefold Enamel 

Mainefold Enamel Cover 

North Star Dull Enamel 

Seal Enamel 

Engravatone Coated 

Coated Publication Text 
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XFORD PAPERS 
ae | Help Build Sales 


Oxford Papers are continually at work selling goods and 


OXFORD PAPER COMPANY, 230 Park Avenue, New York 17, N. Y. 


MILLS AT RUMFORD, MAINE, 


services for American Industry. In fact, 250,000 tons of 
these papers are used each year for catalogues and brochures, 
4 magazines and books, labels, envelopes, business forms and 
countless other printing and converting jobs. Such wide- 
spread use is proof of highly satisfactory performance. Find 


out for yourself how much Oxford Papers can add to your 


IT PAYS TO ASK FOR — AND USE THESE FINE OXFORD AND OXFORD MIAMI PAPERS 


UNCOATED PAPERS 


Carfax English Finish 
Carfax Super 

Carfax Eggshell 

Wescar Offset 

Wescar Satin Plate Offset 
Wescar Gloss Plate Offset 
English Finish Litho 
Super Litho 
Duplex Label 


AND WEST CARROLLTON, OHIO 


Nation-wide Service 


Through Oxford Merchants 


Albany, N. Y. 
Atlanta, Ga. . 


Augusta, Maine . 


Baltimore, Md. 
Bethlehem, Pa. 
Boise, Idaho . 
Boston, Mass. 
Buffalo, N. Y. . 
Charlotte, N. C. 


+ «+ « « W.H, Smith Paper Corp. 
. . « Wyant & Sons Paper Co. 
+ « « « Carter, Rice & Co. Corp. 
+ « « « The Mudge Paper Co. 

Wileox-Walter-Furlong Paper Co. 
+ + + « Blake, Moffitt & Towne 
. + Carter, Rice & Co. Corp. 

. Franklin-Cowan Paper Co. 

. « « Caskie Paper Co., Inc. 
The Charlotte Paper Co. 


Chattanooga, Tenn. . . . Bond-Sanders Paper Co. 


Chicago, Ill. 


Cincinnati, Ohio . 


Cleveland, Ohio 
Columbus, Ohio 
Dayton, Ohio 


Des Moines, Iowa 
Detroit, Mich. . 


Fresno, Calif. 
Hartford, Conn. 


Indianapolis, Ind. 
Jacksonville, Fla. 
Kalamazoo, Mich. 
Kansas City, Mo. 


Knoxville, Tenn. 
Lincoln, Neb. 
Little Rock, Ark. 


Long Beach, Calif. 
Los Angeles, Calif. 


Louisville, Ky. 
Lynchburg, Va. 


Manchester, N. H. . 


Memphis, Tenn. 
Miami, Fla. 
Milwaukee, Wis. 


Minneapolis, Minn. 
Nashville, Tenn. . 


Newark, N. J. 


New Haven, Conn. 


New York, N. Y. 


Oakland, Calif. . 
Omaha, Neb. . 


Philadelphia, Pa. . 


Phoenix, Ariz. . 
Pittsburgh, Pa. 


Portland, Maine . 


Portland, Oregon . 
Providence, R. I. . 


Richmond, Va. 
Rochester, N. Y. 


Sacramento, Calif. 
. Shaughnessy-Kniep-Hawe Paper Co. 


St. Louis, Mo. . 


San Bernardino, Cal. 
Salt Lake City, Utah . 
San Diego, Calif. . 


- »« Bermingham & Prosser Co. 
Bradner, Smith & Co. 

The Whitaker Paper Co. 

.» «+ « « The Johnston Paper Co. 
The Whitaker Paper Co, 


- «+ The Cleveland Paper Co. 
os Scioto Paper Co. 

- « « Cineinnati Cordage Co. 

The Whitaker Paper Co. 

. «+ « Bermingham & Prosser Co. 
. + « « Chope Stevens Paper Co. 
- + «+ « Blake, Moffitt & Towne 
Green & Low Paper Co., Inc, 

+ «+ + « « MaeCollum Paper Co. 
. . « Jacksonville Paper Co. 

. « Bermingham & Prosser Co. 

. » Bermingham & Prosser Co. 

» « « « « « Louisville Paper Co. 
. Western Newspaper Union 

. «ee Roach Paper Co. 
. « « Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Louisville Paper Co. 
Caskie Paper Co., Inc. 
C. H. Robinson Co. 
Louisville Paper Co, 
Everglades Paper Co. 


Allman-Christiansen Paper Co. 
Sensenbrenner Paper Co. 


Wileox-Mosher-Leffholm Co. 

. » + « Bond-Sanders Paper Co. 
Bulkley, Dunton & Co., Inc. 
Bulkley, Dunton & Co., Inc. 

. Baldwin Paper Co., Inc. 
Bulkley, Dunton & Co., Inc. 
Green & Low Paper Co., Inc. 
Miller & Wright Paper Co. 

The Whitaker Paper Co. 

Blake, Moffitt & Towne 

« « « « Western Paper Co. 

+ + + « . « Atlantic Paper Co. 
Wilcox-Walter-Furlong Paper Co. 
Blake, Moffitt & Towne 

General Paper Co. 

Brubaker Paper Co. 

C. H. Robinson Co. 

Blake, Moffitt & Towne 

Carter, Rice & Co. Corp. 
Cauthorne Paper Co. 

Genesee Valley Paper Co. 

Blake, Moffitt & Towne 


‘obey Fine Papers, Inc. 

Blake, Moffitt & Towne 
Western Newspaper Union 

. « « Blake, Moffitt & Towne 


San Francisco, Calif. . . . Blake, Moffitt & Towne 


San Jose, Calif. 
Seattle, Wash. . 
Sioux City, Iowa 
Spokane, Wash. 
Springfield, Mass. 


Stockton, Calif. 
Tacoma, Wash. . 
Tampa, Fila. . 
Toledo, Ohio . 
Tucson, Ariz. 


Washington, D. C. . 
Worcester, Mass. . 


Blake, Moffitt & Towne 

. + « Blake, Moffitt & Towne 

. Western Newspaper Union 

. « Blake, Moffitt & Towne 

. . + Bulkley, Dunton & Co., Inc. 
(Div. of Carter, Rice & Co. Corp.) 
Mill Brand Papers, Inc. 

- » Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Tampa Paper Co. 

Paper Merchants, Inc. 
Blake, Moffitt & Towne 

The Mudge Paper Co. 


« « « « « ©. A. Esty Paper Co. 
(Div. of Carter, Rice & Co. Corp.) 


OXFORD MIAMI PAPER COMPANY, 35 East Wacker Drive, Chicago 1, IIL 
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Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


Shampoo Purchases Studied 


Goodbye to Two-lnch Column? 
Make the Prosaic Interesting: Woolf 


C. M. Seeks Distinction 


The Lasker Story... As He Told It 


VI 
Kennedy Writes Copy for the 1900 Washer 


Last week’s instalment of the “Lasker Story” told how Mr. Lasker took 
“private lessons” from John E. Kennedy to learn the fundamentals of 
“Salesmanship in Print” and “Reason-Why.” In this instalment Mr. Lasker 
tells how he and Kennedy went to work on the 1900 Washer Co. account, 


with sensational results. 


“Well,” I said to Kennedy, “let’s try 
this out.” 

Now, the New York office had a cus- 
tomer—Mr. Holman got them on a bid— 
and he told me that these people most 
likely would have to cancel...They were 
in Binghamton, N. Y. 

So Kennedy said, “We will get out some 
of their advertisements,” and I remember 
the one advertisement in particular that 
he took to teach me was all wrong, and it 
is just as fine a lesson for you boys today 
as it was for me that day. 


Are You Chained 
To The Wash Tub 


, ae 

Let us send you the 
“1900” sein, Family Washer 
Preigh@ prepaid Ne. ” bind is 
FREE TRIAL et iiss eae 
‘elke a8 other washers. ihe 1000" the weter # us 


money of promise of any bi 


~""S §7 18 ABSOLUTELY FREE TO YOY FOR THIRTY Daves 
* fell se tormas: 


on and Fri 


11900" Washer Ge..22 Henry 8t., Binghamton, WY. 


NO KENNEDY—A 1900 Washer ad not writ- 

ten by Kennedy, reproduced in “Judicious 

Advertising,” magazine published by Lord 

& Thomas, in February, 1904. The copy is 

not the same as that quoted by Mr. Lasker, 
but is similar. 


The picture was of an old-fashioned 
wash tub to the left and a woman to the 
right, and with a chain and ball and 
bracelets she was chained to the tub, and 
the headline was, “Don’t be chained to the 
wash tub.” And down in the corner was a 
picture of this new-fashioned washing 
machine, the first washing machine ever 
to be made, the 1900, and the advertise- 
ment was headed: 

“Don’t be chained to the wash tub. You 
are getting old before your time. Your 
life and health are being ruined. Send for 
this new-fashioned wash tub, on new 
principles. It will save you time and 
money. We will send it to you on 30 days’ 
trial, $2 down and $2 a week for six 
weeks. The 1900 Washer Co., Binghamton, 
eg 


s I think that I recited almost verbatim 
the text of that advertising, because in- 
delibly in my mind is that man’s analysis 
at that time of that advertisement. 
“Well,” he said, “there just isn’t one 
thing about this advertisement that isn’t 
wrong if you want to sell goods. First 
‘Don’t be chained to the wash tub.’ You 
are speaking negatively. Every woman 
doesn’t feel chained to the wash tub; lots 
of women might enjoy it. You miss her 
entirely. 
“Second, the average woman is put in 


the position of a drudge, and slavery 
ended in ’65. She won’t know it con- 
sciously, but subconsciously she won't 
want to write and admit that she has been 
reduced to such bestial servility. 

“Again, it doesn’t say a thing of what 
the article you want to sell will do. 

“Third, it makes it an instalment plan 
proposition, and people do not like to buy 
a trademarked article on the instalment 
plan because, when it is in the house, 
everybody who comes in and sees that 
1900 washer says, ‘Un huh! Two dollars 
down and two dollars forever!’ 

“And the worst crime of all, it has the 
one thing that you do know about adver- 
tising, no news interest. Otherwise, it is 
all right.” 

So I said, “Let’s get on a train and go 
down to see him.” 


ws We went down to see them and we 
found that they did then what people do 
now, they keyed their advertisements in 
different papers to show how they pulled. 
But they didn’t have any that were pay- 
ing. 

So Kennedy sat down and wrote that 
campaign. As a result I believe where 
they were spending $15,000 a year and 
going to quit—showing you the power of 
advertising—within four months, out of 
receipts, they were spending $30,000 a 
month, and within six months were one 
of the three or four largest advertisers in 
America, and within eight months were 
doubling and trebling their plants. 

Their business went along great as long 
as—and I say this now in modesty—as 
long as I could remain interested in the 
experiment. I had the time for about 
three years to go to Binghamton every 
month for four or five days, when I ac- 
tually ran their business for them, and 
when I quit going, the business went 
back. I couldn’t keep on going because the 
business wasn’t, big as it was, large 
enough to warrant me keeping away from 
everyone else. But it taught me the busi- 
ness. 


s It also taught me that you can’t make 
any man’s business stand up permanently 
who hasn’t within himself the power to 
stand up, because if you have to make 
that man’s business stand up in that way, 
you will have to be in that line of busi- 
ness. I want you to get that point, because 
that is a deep, basic point that I learned 
back in 1906, and it is just as true today 
as it was then. 

Well, now, here was the advertisement 
that Kennedy worked out: 

He showed a picture of a woman. In- 
stead of being chained to the wash tub, 
the ad showed a woman in a rocking 
chair, reading a book, while she was 
turning the handle of this ball-bearing 
machine. And the headline was, “Let This 


Washing Machine Pay For Itself,” which 
would interest anyone. And the advertise- 
ment began this way: 

“A man once wanted to sell me a 
horse. And I said to him, ‘All right, let 
me see the horse, let me try the horse.’ 

“But he said, ‘No, if you want to buy 
my horse, you pay me for the horse and 
then I will ship him to you.’ 

“And another man came in and said, 
‘I have a good horse. Take him and try 
him. He will win purses for you. And my 
confidence in him is such that you can 
pay me out of the purses he wins.’ 

“And I bought the second horse, and I 
am glad that I did. 


8 “So when I invented the 1900 Washer 
I made up my mind that I would let no 
one pay for the washer; that I would let 
the washer show for itself that it could 
do what no other washing machine could 
do; and here is what I claim my new ma- 
chine does. I say whether you use your 


own time or that of a washer woman, it 
will save you sixty cents a week, because 
you have to pay a washer woman $1.20 4 
day, and certainly your own time is worth 
as much as that of a washer woman.” (I 


GooD, BuUT—In October, 1904, Lord & 
Thomas reproduced this non-Kennedy 
1900 Washer ad along with the Kennedy 
ad shown directly below. This ad meas- 
ured 350 lines, cost $1,680, and produced 
1,498 inquiries at a cost of $1.12 per ®- 
quiry. : ¢ 


Let this Machine do your 
Washing Free. 


there ure Motor Springs beneath the tub. 

These springs do nearly all the hard Work, when 
“nce youstartthem going. And thie washing ma- 
chine works as easy as @ bicycle Wheel does, 

There are slate on the inside bottom of the tuh. 

These slate act as paddles, to ewing the wever ip 
the same direction you revolve the tub, 

You throw the soiled clothes into the tuh first. 
Then you throw enough water over the clothes ty 
flout them. 

Next you put the heavy wooden cover on top of 
clothes to anchor them, and to press Penn eo 

This cover bas @lats on ite lower side to grip the 
slotbes and bold thera from turning around when 
ihe tub turns. 

Now, we are all ready for quick and ensv washing. 

You grasp the upright handle on.the side of the 
‘nuband, with it, you revolve the tub.one-third way 
round, till it strikes a motor-epring, 

This motor-epring throws thé tub back till it 
strikes the other motor-spring, which in turo throws 
it back op the iret motor-spring. 

Tbe machine must have « littie belp from you, at 
every swing, but the motor-springs, and the ball- 
bearings, do practically all the hard work. 

Youcansitina rocking chair and do all that the 
washer requires of you. A childcan run it easily 
tull of clothes. : '* - 


a revolve the tub the clothes don’t move 
Isut the water moves like a mill race through the 
clothes, 

The paddies on the tub bottom drive the soapy 
water TUROUGH and throuxzh the clothes at every 
swingofthetub, Back and forth, in and out of every 
fold, and through every mesh in the cloth, the bot 
soapy waterrunelikeatorrent. This is how it carries 
away all the dirt from the clothes, ia from six to ten 
ininutes by the clock. — 

rives the dirt out through the meshes of the 

fabrice WITIOUT ANY RUBLING, —witbout auy 
WEAR and TEAR from the washboard. 

Tt will wash the finest lace fabric without breaking 

a tbread, or a button, and it will wash @ heavy, dirty 

carpet with equal ease and rapidity. Fifteen to 


KENNEDY DOES BETTER—According to “Judicious Advertising,” this ad (shown in two 
columns here instead of its original vertical form, to save space)was written by Ken- 
nedy, ran in the same magazine as the “chapped hands” ad, but occupied only 149 
lines. It cost $715, in the first seven days pulled 1,547 inquiries, at a cost of 47¢ each. 
“It will ultimately produce 3,000 inquiries at a cost of 24¢ each,” the publication said. 


twenty garments, or five large bed-sheets, can be 

warhed at one time with this ‘1900’ Washer. 
Achild can do thie in six to twelve minutes 

than any able wasber-woman could do the same 

clothes In TWICK the time, with three times the 

wear and tear from the bbeard. [Continurd.) 


. . . 

This te what wo SAY, now how do we PROVE i? 

We seud you our *'1900"* Washer free of chares, on 
8 full month's trial, and weeven pay the freight out 
of our own pockets, 

No cash deposit is asked, no noten, no contract, 
Do eccurity. 

You may the washer four weeks at our ex- 
pense. If you find it won't wash as many clothes in 
FOUR hours as you can wash by hand in FIGHT 
hours you seud it back to the railway station, — 
o.. 

if, from_a month's actual uae are con- 
vineed'ie eaves HALE the time in Washinc, dors thie 
work better, and does it twice wn eaeily nx it could be 
done by band, you keep the machine. 

Then you mal! un 80 cents a week till It fe pal 

Remomber that 9 cents te part of what — 


her-Womul 


* . 
Washer shall mo for iteelf and thus curt you nothing. 


labor, We intend that the ‘10 


don’t rink acent from Gr«t to last, and you 
foe y tt anti! you have bad @ full month's trial 

id =e afford to pay freight on thousands of 
these machines every month, if we did not positively 
KNOW they would do all we claim forthem? Can 
roy afford to be without a machine that will do your 
washing in HALF THE TIME, with half the wear 
and tear of the washboard, when you can have that 
machine for a month’ s« free trial, and let it PAY FOK 
ITSELF? =Thie offer may be withdrawn at any 
time i overcrowds our factors. 

Write us TODAY, while the offer ie atill open, and 
while you think of it. The postage eturup i all you 
risk. Write me personally on thisoffer, viz.: BF. 
Hieber, General Manager of ‘10’ Washer Com- 
pany, #@ Henry St, Hinchamton, New York. 
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might say, parenthetically, get the sub- 
lety of it.) 


s “Now, I claim that my washing machine 
will do in one-half day, with a fraction of 
the effort, what any other machine known 
will do in a full day, and that you will 
I> save sixty cents every week from the use 
, of my machine. So why won't you let me 
send you this machine? Try it four weeks 


at my expense, and whatever the savings 
are, keep them all for yourself. But after 
four weeks send me fifty cents of the 
sixty cents you save for only 24 weeks, 
and from that time on the machine is 
yours.” 

And the inquiries went from $20 apiece 
and nothing lower than $4 apiece to an 
average of a few cents apiece. 

I had learned. 


Next week: On the strength of Kennedy’s copywriting ability, Lord & 


The Eye and Ear Department... 


For many years now, mystery addicts 
have found the numerous Ellery Queen 
stories competently and entertainingly 
done. They are equally we!l done on the 
“The Adventures of Ellery Queen,” spon- 
sored by Bayuk Phillies over ABC-TV 
Wednesday evenings from 9 to 9:30. Lee 
Bowman is cast as Ellery and Florenz 
Ames as his father, Inspector Queen. 

While “The Adventures of Ellery 
Queen” coat the TV screen with still more 

“hlood—since they are invariably con- 
@ned with a killing, on or off stage— 
fi@vertheless, the situations around which 
thé stories are spun seem generally more 
@edible than most. As a writer rather 
tian as a private eye, the character of 
Ellery Queen himself is more believable 
than, say, Mike Barnett. In addition, the 
@i@logue is natural and devoid of arch- 

s, the action well directed, the sets 

silently designed and the incidental 
of not too disturbingly ominous for 
night’s sleep afterwards. In fact, 
e Adventures of Ellery Queen” make 
. just-before-bedtime viewing, and 


% 
| 


G, D. Crain Jr. Says... 


| Count the 


The recent study of stock ownership 
made by the Brookings Institution for the 
N@w York Stock Exchange has turned the 

"spotlight on the participation of workers 

and the general public in the ownership 
of American enterprise. Obviously, the 
more important the holdings of the peo- 
ple are in the businegs of the country, 
the less likely attacks on our successful 
capitalistic system are to succeed. 

Comments on the study, which shows 
that about 6,500,000 people own stock 
listed on the Big Board, have stressed 
the relatively small number of share- 
holders. Compared with the total number 
of employes of these listed companies, the 
figure is unimpressive, even though there 
are exceptional instances, like Sears, Roe- 
buck & Co., where investments by pen- 
sion funds have given employes a con- 
trolling interest in the businesses of which 

a they are a part. 
cle, However, the study obviously covers 
: but a small area within which the own- 
Pe ership of property and other assets by 
oe workers—and that includes most of the 
adult population—and others has made 
capitalists of a majority of the people. 
4 This is an important fact not only for 
Sie marketers and economists, but for poli- 
; ticians, to ponder. Certainly it provides 
a an interesting background against which 
eet to consider inflammatory statements by 
Sait radical politicians, which imply that a 
; es great battle is being waged between 
ae greedy industry and its innocent victims, 
; its workers and consumers. 
What is needed to supplement the 


oe Brookings study is a tabulation which 

? 4 would show the participation in corpora- 
Bes tions whose stock is not listed on the ex- 
changes, as well as in partnerships; the 


Thomas acquires more and more mail order business. And finally, the 
Lord & Thomas agency formalizes an advertising copywriting staff—mak- 
ing room for the newcomers by moving some files. 


Light Up and Enjoy Yourself 


do well in place of a book. 

As previously mentioned, “The Adven- 
tures of Ellery Queen” are sponsored by 
Bayuk Phillies—billed as “America’s No. 
1 cigar.” Naturally, spots of the program 
are devoted to selling Phillies. The com- 
mercials filling these spots are simply 
and directly done. A fairly masculine an- 
nouncer talks to you about the flavor and 
enjoyment of Phillies. He lights one and 
puffs. As he talks, the camera picks up a 
closeup of his hand holding the cigar. The 
sales messages have a slow and relaxing 
pace, unlike most cigaret commercials, 
and this is probably intentional. In any 
event, it’s good. You get the feeling that 
Phillies are undoubtedly enjoyable enough 
not to need proving in tests, or tearing 
down the middle, or charts, or blowing 
the smoke through the nose. All you need 
do is sit back, light up and enjoy your- 
self. Dennis James has tried this from 
time to time with an Old Gold. But, 
somehow, it seems more natural with a 
cigar. Maybe the Phillies commercials 
will even convert some cigaret smokers. 


Capitalists 


proprietary interests of those running 
small businesses, including retail stores, 
where most of the units are family or 
papa-and-mamma affairs; ownership or 
equity holdings in farms; the ownership 
of homes; the possession of equities rep- 
resented by life insurance policies and 
by savings accounts in banks and build- 
ing and loan associations; the ownership 
of automobiles and trucks (which for 
many represent not only a major asset 
but a means of livelihood); and the cred- 
its established for workers in employes’ 
profit-sharing and pension plans. 

When all of these capital values are 
taken into account, it is easy to see that 
there are very few adult Americans who 
do not participate in the ownership of the 
nation’s wealth to a considerable degree. 
The opportunity to acquire property and 
to increase assets that help to assure fam- 
ily stability and protect the individual 
from the hazards incident to illness and 
old age is one of the things that are char- 
acteristic of the American capitalistic 
society. 

This consideration of the capitalistic 
economy of the United States does not 
take account of social security and other 
programs of the federal government to 
provide assistance to those who have re- 
tired or are incapable of continuing as a 
part of the working force of the country. 
That kind of assistance is helpful, but it 
is a different thing from the possession 
of assets represented by stock ownership 
or other equities which have been ac- 
quired directly as the result of individual 
effort and thrift over the years. The man 
who has a home, a savings account or 
shares of stock in American enterprise 
places the proper value upon them, and 
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The Creative Man's Corner... 


Por YOUR CAR 


Crantne Leather guards well y 


Me ms ore nome cecal ah tomer 


have the—the genuineness of silk. 


Sheep gut. 


better and why not enjoy it? 


or serviceability? 


swords and Genuine Leather. 


* 
A Question of Taste 
for the look of luxury... the feel of luxary... luxury itself 


Genuine Uphols tery Leathew 


yu 8 OFFICE 


er repasatnm foo sommes sade amd gown! baste 


The hivury of tastwcm-rgdt coher The hamury of pleaung tox 
wore The heer af umproving apprecame eth pormal war 
aad comple care The luxury of sous! and cvdering valve. hem 
west you buy 9 car... of furamure for bome or offs ....e sure 
the upholstery @ Geanine Leather and eayy the hewary .. the 
etradertemn the destin ten thar omy Geman | eather alorde 


en 
pte: a cad me ms haw the noms of the memmrfrtaone, 


THE UPHOLSTERY LuATWER GROUP = showes COCK OF AMCA > Mt IASE she 5, EW HORE A 


My dear, for the look of luxury, the feel of luxury, luxury itself, don’t you 
ever think of insisting on genuine silk stockings? 

Silk stockings? Are you crazy? What’s the matter with nylon? 

Well...nylon, after all, is a man-made product. It’s fabricated. It doesn’t 


Stop right there. I know where this is going to lead. Presently you are 
going to suggest that I render all the fat we collect around this house and 
start making my own soap—the way your mother used to do. 

Not at all, my dear. I was going to wind up asking you what you thought 
of this advertising of The Upholstery Leather Group. 

I have seen that advertisement. It’s the one with the Boxer, undoubtedly 
fed on canned dog food, which we didn’t have in your mother’s day, and the 
tennis racket, which quite likely is strung with nylon instead of cat gut. 


Cat gut, sheep gut—what difference does it make? Nowadays we do it 


But how can you enjoy the luxury, the satisfaction, the distinction that 
only Genuine Leather affords unless you have Genuine Leather? 

If you want to know why the kids’ shoe bills are down, it’s because they’re 
wearing Neolite soles. Would you prefer to have them shod with distinction— 


I was not talking about the children. I was talking about Genuine Leather. 
Being a woman, I suspect you cannot understand a man’s regard for books, 


Which reminds me. You’d better see to it that the children pay more atten- 
tion to their books and cut out this sword play with swamp reeds; they’ll put 
each others’ eyes out. Now what’s this about Genuine Leather? 

I was simply observing, as this copy aptly puts it, that Genuine Leather 
guards well your reputation for sound value and good taste. 

Then your reputation must be pretty far gone because that arm chair in 
which you're sitting is upholstered with genuine Koroseal. 

Is this house filled with nothing but man-made products? How can we 
expect to be known for distinction, good taste, an appreciation of sound and 
enduring values with nothing but man-made things around? 

I have been wondering that for a good many years now, my lord and 
master, looking at your kids. Where do you think they came from—the stork? 


YouR HOME 


sf 


¢?. 
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upon the type of social and economic sys- 
tem which makes their possession pos- 
sible. 

The great growth of pension, profit- 
sharing and other employe participation 
plans is probably the most important ad- 
dition to the strength of the American 
capitalistic system. 


® Sears, Roebuck, to use this outstanding 
example again, seldom has labor troubles. 
Unions find little to sell to employes of 
this great merchandising institution, be- 
cause they are already participating to 
a large extent in its earnings and prog- 
ress. As other plans of this type grow in 
size and the volume of their holdings. 
they will play a key role in determining 
employe relationships to business. This 


may have a profound effect on public 
attitudes toward business and industry 
and toward the radical programs of some 
political groups which seem intent on 
tearing down the highly successful sys- 
tem of American capitalistic enterprise 
through excessive regimentation and con- 
fiscatory taxation. 

Such plans likewise represent a sig- 
nificant element in the marketing pic- 
ture, since they provide potential buying 
power which will be vitally important 
in maintaining marketing opportunities 
among the constantly growing population 
of older people, including especially those 
who retire from active business and begin 
to enjoy the fruits of their participation 
in the enterprises to which they have 
given a large part of their lives. 
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Still 


Setting 
the Pace 


In 1950 and 1951, and again in the 


first six months of 1952, advertisers used 


more linage in The Milwaukee 
Journal than ever before appeared 


in any newspaper. 


The record total of 24,161,110 lines 
in the first six months of 1952, 


was a gain of 2,351,165 lines or 100.3% "= 


over the same period in 1951. 


THE MILWAUKEE JOURNAL 


Where Advertising Gets 
More Profitable Sales Action 
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LEADERS IN ADVERTISING IN THE U. S. 


SIX MONTHS - 1 


TOTAL ADVERTISING 


i 
OO . . 


Milwaukee Journal 
Chicago Tribune 

Los Angeles Times 
Washington Ster 

New York Times 

Miami Herald 
Philadelphia Inquirer 
Baltimore Sun 
Cleveland Plain Dealer 
Detroit News 


Washington Star 

New York News (See Note) 
Milwaukee Journal 
Chicago Tribune 

Los Angeles Times 
Baltimore Sun 

Houston Chronicle 
Philadelphia Inquirer 
Dallas Times-Herald 
Miami Herald 


: 


w 


New York Times 

Chicago Tribune 

New York Herald Tribune 
Philadelphia Inquirer 
Los Angeles Times 
Detroit News 

Miami Herald 

Milwaukee Journal 
Philadelphia Bulletin 
Cleveland Plain Dealer 


AUTOMOTIVE 


Miami Herald 

Dallas Times-Herald 

Buffalo Evening News 

Milwaukee Journal 

Rochester Democrat & Chronicle 
Detroit News 

Jacksonville Times-Union 
Dallas News 

Kansas City Star 

Houston Chronicle 


Milwaukee Journal 

Los Angeles Times 
Cleveland Plain Dealer 
Miami Herald 

Chicago Tribune 

New York Times 

Detroit News 
Philadelphia Inquirer 
St. Louis Post-Dispatch 
Cincinnati Enquirer 


NOTE:-New York News includes 3,102,212 lines of 


Retail split-run advertising. 


MEDIA RECORDS 


LINAGE 


24,161,110 
23,630,046 
22 ,510 , 307 
21,435,892 
21,372,703 
20,694 ,280 
19,259 ,923 
19,010,158 
18,799 ,732 
18,426 , 302 


2 ,563 ,781 


7,419,837 
7,119,188 
7,011, 380 
6,722 ,526 
6,684 , 361 
5,980 ,948 
5,442,163 
9D 5395 ,225 
5,129,541 
5,018 ,616 
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By Dr. George H. Brown 
Professor of Marketing, School of 
Business, University of Chicago 

Any over-all analysis of brand loyalty 
for shampoo is complicated by the fact 
that a large number of families buy so 
infrequently that the true nature of their 
loyalty or lack of loyalty cannot be de- 
termined. Among the 100 families selected 
at random from the 610 Chicago Tribune 
consumer panel members who reported 
faithfully every week during 1951, 43 
families made three purchases or less so 
that any inferences about their loyalty 
could not be estimated. In fact, 20 families 
reported one purchase only during 1951 
which indicates little or no interest in 
any shampoo, much less any one particu- 
lar brand. In all probability bar soap is 
a greater competitor for a given brand 
of shampoo than another brand of sham- 
poo—a fact borne out by 24.7% of Chicago 
families who bought no shampoo at all. 

If we concentrate our attention on the 
57% of the shampoo buying families who 
give us some evidence of loyalty, we can 
classify them roughly into the following 


Fam- 
No.of ilies 
Fam- Classi- 
‘ ilies fiable 
Undivided Loyalty 
1A exclusively one brand 14 
1B primarily one brand il 44.0 


Divided Loyalty 
2A unequally divided loyalty 
Wequally divided loyalty 


Biable Loyalty 
3A simple change of loyalty 
SR experimental change in 
Igyalty 
3C%romplex change in loyalty 


No Loyalty 
4 four or more purchases but 

fo evidence of loyalty 19 33.3 
Ingpfficient evidence 43 

; Total 100 


® The basis for this rough classification 
was described in the July 14 issue of 
ADVERTISING AGE in the article discuss- 
ing brand loyalty for coffee. In general, 
the method is to examine the purchase 
profile for each family, looking for enough 
consecutive purchases of one brand to 
establish the point that purposive behav- 


TABLE 2 
Market Share by Brands 
Shampoo 
Brand % of Dollars 
Drene liquid , 14.7 
Prell cream 12.0 
Halo liquid 10.7 
Lustre Creme cream 8.7 
Breck liquid ...... 5.3 
Rayve cream . R 4.2 
Shasta cream 4.0 
Fitch liquid .. 2.5 
Fij Oil liquid .... 2.4 
Woodbury liquid 2.1 
44 other brands ... 33.4 
100.0 
TABLE 3 


Frequency Distribution of Number of 
Brands Purchased per Family 
Shampoo 
No. of Brands No. of Families 
1 ies Sakae 42 

27 


TABLE 1 
Frequency Distribution of Amount of 
Shampoo Purchased per Year per 
Family Classified by Dollar 
Categories Shown 


Number of 

Families 

(in proportion) $32 7 
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; $226.-2.75=Median Range 
ior was involved. In the case of shampoo, 
where there are a great many brands on 
the market, three consecutive selections 
of a single brand were considered evidence 
of loyalty, and in some instances two pur- 
chases in a row indicate loyalty. For ex- 
ample, when two consecutive purchases of 
one brand are followed by two consecutive 
purchases of another brand, the indica- 
tions are strong that the individual or 
family has switched loyalty. For a prod- 
uct such as flour (AA, July 28), where 
there are three dominant brands, two pur- 
chases of one brand followed by two pur- 
chases of another is considered indetermi- 
nate or evidence of no loyalty, since such 
a pattern could easily occur by chance. 

The classification of families exclusive- 
ly on their purchase patterns is a crude 
method of estimating loyalty and it may 
well be that special circumstances ex- 
plain the observed behavior. Moreover, 
there are always a number of cases on 
the border-line between one category or 
another so that occasional errors will oc- 
eur or room for differences of opinion 
exists. However, for a product such as 
shampoo, where there are a great many 
brands and relatively few purchases per 
year, the direct method of estimating loy- 
alty appears to be the best method to 
use. 


s Even if we allow an appreciable tol- 
erance for errors in classification, a com- 
parison of brand loyalty for three dif- 
ferent products brings out the difference 
in the basic nature of each of the several 
marketing situations. The exact figures 
are as follows: 
Classifiable 
Per cent of Users 

Shampoo Flour Coffee 


Loyalty Class 


1 44.0 73.2 47.2 
2 10.4 71 18.1 
3 12.3 14.1 29.5 
4 33.3 5.6 5.2 


The high degree of loyalty to one brand 
in flour, the high switching of loyalty in 
coffee, and the high absence of any loyal- 
ty in the case of shampoo requires no 
additional comment 

Turning now to the standard analysis 
established for each of the products in 
the series, we see in Table 1 the basic 
evidence for the conclusion that the mar- 
ket for shampoo is highly concentrated 
among a relatively few buyers. In con- 
trast to other commodities, where physi- 
cal measures were used, the data for sham- 
poo are shown in dollar amounts since the 
“shampoo potential” per ounce for the 
different brands varies more than the 
price per shampoo. 

Recognizing that shampoo is bought at 
the rate of $293.40 per hundred families 
in Chicago, we can see that the top 10% 
of the families accounts for 30.2% of the 
dollar volume while the top 20% of fam- 
lies buys 47.6% of the shampoo dollar 
wise. At the other end of the scale, the 
low 10% of families accounts for 4.4% 
of the dollars spent, and the low 20% 
contributes only 12.8% of the total money 
spent on shampoo. Roughly speaking, the 


median family in the top groups spends 
as much on shampoo in a month as the 
median family in the low group spends 
in a year. If the lower 20% of the fam- 
ilies could be encouraged to buy at the 
rate of the top 20%, the dollar volume for 
shampoo would be increased by approxi- 
mately 40%. 


@ The low rate of shampoo usage cannot 
be attributed to any lack of interest on 
the part of sellers. There were 54 different 
brands of shampoo listed among the pur- 
chases of our 100 families, indicating that 
there was no lack of choice on the part 
of the buyer. In fact, with at least 54 
sellers active in one market, it is remark- 
able that the average purchase of sham- 
poo per family is so low. Table 2 reflects 
the pioneering nature of the shampoo 
market. The top brand, Drene, secures 
only 14.7% of the dollar volume of the 
market, and only two others, Prell and 
Halo, secure as much as 10% of the avail- 
able business. 

It is interesting to notice that adver- 
tised brands dominate the list and that 
no brand depending primarily on price 
as an appeal places in the top ten. Many 
of the brands have the benefit of per- 
sonal selling through the influence of 
beauty shop operators, so should be treat- 
ed as advertised brands in the general 
sense of depending upon promotion for 
their share of market. It may well be that 
the strength of the unadvertised or “un- 
sold” brands will make their influence 
felt when the market becomes more ma- 
ture and that the competitive structure 
will ultimately resemble toothpaste (AA, 
June 30). In the interim, a third of the 
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Brand Loyalty Difficult to Assess 


market is divided between a large num- 
ber of small brands, many of which are 
backed by large organizations, so the fight 
for market position may be drawn out 
indefinitely. 

At first glance, Table 3 seems to indi- 
cate that almost half of the shampoo users 
are loyal to one brand. Actually, 20 of 
the 42 families buying one brand bought 
only once during the year, giving an arti- 
ficial aspect to the loyalty measure. If we 
eliminate these 20 families and recompute 
on the basis of 80 families purchasing two 
times or more during the year, the table 
would be as follows: 

Frequency Distribution by Number of 
Brands for Families Buying Shampoo 
Two Times or More 


No.of Brands No.of Families Per cent 
1 22 27.50 
2 27 33.75 
3 ll 13.75 
4 14 17.50 
5 6 7.50 


The evidence that one-fourth of the fam- 
ilies are loyal, one-half non-loyal, and 
one-fourth making insufficient purchases 
to be classifiable is now much more ap- 
parent. 


s In view of the fact that Table 4 shows 
29 brands being bought by one family 
only, a special analysis was made of the 
42 families which bought one brand only 
to see whether the one brand-one pur- 
chase combination occurred very fre- 
quently. As pointed out above, 20 of the 
42 families made one purchase only. Of 
these, only five made purchases of a minor 
brand, indicating, as should have been 
anticipated, a slight tendency to favor the 


The tabulation on the opposite page is 
an actual profile of shampoo buying dur- 
ing 1951 by 100 users of the product as 
developed by the Chicago Tribune con- 
sumer panel. 

The column headed “Family No.” is the 
number of the family on the panel rec- 
ords, and is shown for identification pur- 
poses. 

The column headed “Family Type” is 
a key to race and nativity, owners and 
renters, family size, and income. If the 
first digit is 1, the family is native white; 
if it is 2, the family is foreign-born white; 
if 3, it is a non-white family. If the second 
digit is 1, it means the family owns its 
own home; 2 means it rents. If the third 
digit is 1, it means the family has one or 
two people in it; 2 means it embraces 
three or four people; 3 means it has five 
or more members. If the fourth digit is 1, 
it means the family income is under $3,- 
000; 2 means it is between $3,000 and $5,- 
000; 3 means it is over $5,000. 

For example, Family 024 is native 
white, owns its own home, contains one 
or two people, and has an income of be- 
tween $3,000 and $5,000. 

The remaining columns report the pur- 
chase, by brand and quantity, of shampoo 
for each month of the year. The first 
purchase each month is shown at the 
upper left of the space for that month; 
the next purchase is immediately to the 
right. Where more than one line is re- 
aquired, the purchases on the second line 
in any month follow those on the first line. 

In all instances the brand names are 
coded with two lower case letters. The 
number of items bought in one trans- 
action is shown by the digit preceding the 
letters; hyphenated symbols denote con- 
current purchases of different size items. 
In this table a new feature is introduced— 
the numbers following the letter symbol 
show the approximate price paid. For 


example, dr9 shows the purchase of one 
package of Drene costing about 90¢; xc10 
indicates the purchase of one package of 
Lustre Creme costing approximately $1; 
pr6 shows the purchase of one package of 
Prell costing about 60¢; and so on. 


Key to Code of Brands in Sample 
of Shampoo Purchases 


Code Brand Type 
by Beauty Sheen liquid 
br Breck liquid 
bv Bulk liquid 
ey Cardinals Luxury cream 
ch Charles Antell liquid 
co Conti liquid 
ab Dial liquid 
ai Dio Dane liquid 
dr Drene liquid 
fo Fij Oi liquid 
fh Fitch liquid 
ft Fitch cream 
fr Formula 20 liquid 
fm Formula 26 cream 
fe Francoise Coco Oil liquid 
gs Gle-Sheen cream 
sv Glover liquid 
gx Glow (Ann Barton) cream 
hb Hale liquid 
he Helen Cornell liquid 
he Helene Curtis cream 
hw Helene Curtis Whip cream 
hu Helene Hughes liquid 
hg Huegloe cream 
jn Jene liquid 
is Jergens liquid 
ir J. R. Watkins cream 
xf Lady Fawn liquid 
xx Leec-Lure cream 
xe Lustre Creme cream 
mw Marlene Luster Cream cream 
me Mar-0O-Oil liquid 
mi Minipeo powder 
md Modart cream 
me Mulsified Coconut Oil liquid 
ns Noreen Super Satin cream 
nd Normandie cream 
nv Norvella liquid 
pv Palmolive liquid 
pm Pompeian liquid 
pn Pompeian cream 
pr Prell cream 
ry Rayve (Lever) cream 
rh Richard Huadnut liquid 
sh Shasta cream 
sn Shulton Hquid 
su Sulfur 8 liquid 
te Toni cream 
tw Townley liquid 
ve Vita Fluff cream 
wa Waldorf liquid 
wh White Rain liquid 
wr Wiidroot liquid 
wb Woodbury liquid 
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Family | Family 
Number| Type January February March April May June July August September | October November| December 
008 1111 aie ous — mwl0 as ats rt — ose 
024 1112 pr9 i 26 a ie pr6 nah pri2 mee prog Sen 
037 1121 neg 2wr3 ad hb6 ree sii aig fh3 xc5 wb3 ee 
042 1222 hb6 hb6 5s hb9 fh5 fh4 hb9 fh3 er hb9 ead 
051 1122 dr3 co3 ee 4s Ny. ae ae a Bifoits aa sme 
056 1122 ry5 2ry5 ry5 . ry5 iy saul rr ry5 ry$ ry5 
061 1122 he9 tees xcl0 ° he9 he9 he9 fo10 Meas — a cas er 
072 1112 awe hb9 — dr6 rane dr9 baie nS ane é ° 
078 1132 ans wa2 wa2 wa2 wa2 ge wa2 wa2 eee 
087 1122 jril ap tal dr3 jr6 ney wae mwl2 jril bog dil0 
093 1122 fh6 hb9 pr9 a ch er dr3-dr9 hb@ sh6 ‘ aie are ask 
109 1123 a? oe sh9 sh9 hb7 dr3-dr@ sh7 sh9 ae ves ch20 
117 1123 = ryl0 > ad sn9 css er , sh9 snd sn9 my 
sn 
126 1123 vo ad er oie chl10 hi 
138 1123 sh6-sh9 acti sh9 sh9 Cr sh9 
154 1132 alos wbl nats bs as Pe Dee wbl Rae 
165 1133 ryl0 dr5 dr6 ry9 ry9 ry9 dr6 - wrl0 syee dr3- eee pr6 
ry 
171 1132 aa hb9 ise hb9 a Para oa ° 
176 1133 aii oie pr6 sag pr6é shits a i ead ry i 
184 1133 hb6 hb6 hb3 er hb6 eee hb6 xc5 xcl0 ° 
194 1132 ine hb3 iad ee hb3 ‘ avis as or 
203 1121 al wie wr3 hb3 hb6 ante ‘ hb3 wh10 oe 
210 1211 hb6 se eae ee hb6 ‘ “ee ae arn 
221 1211 sacs wii 2dr10 a ss me eal nie 
238 1211 xc3 xc5 ak & xc3 06,0 wh3 
250 1211 ee tee br18 may eae br18 wale 
260 1212 eer 2fré riot br6 br6 ae ee 
266 1212 save cas ae an eid a bes oe nd13 
276 1212 eee jaa dr3 wr5 see gs10 aoe 
285 i Ser ry5 ae ass es sper dr6 nee mais 
291 1213 hw10 ee vi45 nv18 as rh3 PS er “< br13 
302 1122 md8 Ef ane are ae =o MEN md8 to5 x to10 
310 1221 pas dr6 dr6 ban xc10 hb9 Kate ni xc5 ‘oe 
317 1221 tol4 hb6 tw4 an wb3 $a wate 
325 1221 pr9 aaa ate ina eat ay * 
332 1221 ‘ xf10 ‘ hoteds oom od ok oes hee 
339 1223 ‘ éare ° ost <a whl 2fm5 rae es 
344 1222 ‘ tas ee mof vr nee xc5 mo6 
351 1223 ‘ee pr6 pro pro pr9 Te dobee es 
357 1222 xcl0 ee to16 reds 9 nein hb3 fh3 ; ‘a's 
363 1221 ee sh9 . wh 10 ian — wr he18 
371 1222 yr ee ae : Sebi ante bisiub ate 6 
382 1231 hb1 dr3 hb3 sh3 Pe wr4 ome hb3 pr3 wr6 wr6 
389 1223 ve ayy a ft7 ads fh9 fh9 aoa ene ve 
395 1223 Sa xc5 fh3 cy 2jn10 ee ur3 Stk fhi 
402 1223 xc10 xcl0 ey pr6 o? ° wy 
408 1223 oe ae aan ws os . pr3 . 
427 1233 eile si atois piles a +e jnl0 re ow eis 4 
433 1232 ess co4 pm6 dr6 hb9 er dr6 pm6 ae pm6 2he4 é ‘ 
444 1133 2dr8 rie 4gx50 dr9} ... hb9 hb3 gx8 db7 : ee : 
460 2111 pa hb9 ae . r3 i. nee 
473 2113 a ae 8 ie & asin dé 4 ie as gx5 
486 2123 a's co3 br18 or ner gx15 ns5 2% yas iss oats 
496 2133 whl 2bv1 whl whb1 wbl aida whl wbl -_ oitien wbl 
508 2122 ee EH? fee ee sh3 rote ea ne once Seip 
518 2123 wr7 xc20 xc20} ... rae eas adi xc5 ° xc20 ° 
530 2132 sme wa2 wa2 wa2 ae wa2 wa2 Jap . as b> ‘ 
540 2133 wae hb9 Sues hb9 cee mee hb9 Aye geet fh6 . 
549 2133 fm9 ae ane vic es ine aa fm9 ‘oe . 
560 2211 bee eae lial ° mw10 os0 ° 
575 2113 r9 pr9 ae a3 ro Pre ro eee eos ro one ° 
586 2221 owed, mc5 = a hb9 eyas ror er oes ae cnn es 
596 2222 Ae ee xc10 nie br6 h br6 br6 wh10 as wh5 2wr2 br10 
608 2222 hb3 Cy wr5 eas anes or ae wr6 de” cue 
625 2231 rae sea hb3 hb5 mw10 re hb3 hb3 of jas a awl 
630 2132 wbl whl hu2 wbl ee wbl yr pr6 hb6 wbl wbl 
639 2112 dr6 wad ape dr3-dr6 nn ee sh9 Sect oak is bie 
654 3112 ie inn dr6 detalii eee mc5 mc5 Scat iis ae ae 
678 3131 eee 2wb3 aie wbl  o-8 ft9 kee ° fc3 ° vee P 
711 3211 wbl wbl whl “iy wbl whl ° eee P eee " 
729 3212 2dri es vate o aid ee % Pa ip 
750 3223 ey sons TS su8 Siaece oe ins os oe 6 
7173 3223 ase wbl wb1l wbl wbl whl 2wb2 ave ale 
798 3233 5 ed ae" nae ihe ae ae gv5 ems vor 
819 1112 pr9 pr9 pr9 - pr9 pr9 pr9 ese pro ons 
827 1113 Fert nyres rag wh6 ins ‘ox 8 xx3 
836 1232 hb9 Sal as te hb9 a wh3 br6 tae eae 
841 1211 eee pr6 b dea er Say cee ove coe ese 
850 1211 agegT mo6 wbl ft4 oe hy wbl 
865 1221 eos ea hb3 2hb1 hc9 oem e hed rr 
880 1211 dr20 je4 i ay ate aac Rages apy hb3 “oF 
891 1211 | prs pion ia Lea pr6 pr6 pré ré r6 pré pré 
898 1223 cee mo6 mo6 oe a mo10 “er b3 b6 ads su 
904 1213 | pr9 sea ors jie ee hb5 ce 
920 1111 xc20 <a me Ain’ : 
926 1323 by10 B10 by10 byl —T dbé me 
y y by10 Sais eae ore 
929 2222 ake ion aes <2 ha ied br6 xc10 oa 
xcl0 
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leading brands in the case of the one 
time purchaser. Certainly, the willingness 
to try a lesser known brand is not limited 
to the occasional buyer. 

In a further examination of the families 
buying one brand only, particularly the 
22 families making two purchases or more, 
we find them distributed as follows be- 
tween brands: 
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the market leader in terms of dollar vol- 
ume, only the buyers and sellers of sham- 
poo know. 

In view of the high loyalty to Prell 
relative to Drene, it is surprising to find 
in Table 5 that the ratio of dollar volume 
sold to per cent of families using the brand 
should favor Drene. The answer lies in 
the fact that Drene is the preferred brand, 
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TABLE 6 
Analysis of Volume Concentration of Purchases for Five Brands 


Dollars per Brand per Category 


Sham 

Drene Prell 

liquid cream 

Classi- % of % of 
fication* $ $43.00 $ $35.30 
over 75% 13.20 30.7 30.30 85.8 


Halo Fiteh Woodbury 
liquid liquid liquid 
% of % of % of 


$ $3150 § $7.30 6$ $6.10 
10.90 34.6 —_ — 3.20 52.5 


Ra ae ox 


Total brands used 


+ r in sample 54 
| them made five consecutive purchases 


@eclusively of this brand. Drene, the 
Market leader in terms of dollar share, 
S@cured places low in the measure of 
I@yalty in terms of percentage of families 
byving who buy only the one brand 
Whether the product attribute that makes 
Frel!, or Waldorf, so popular with its users 
ig the same thing that keeps it from being 


gram active. Perhaps it is worth remark- 
ing that the market leader in all the prod- 
ucts studied so far has, like Drene, se- 
cured the major portion of the business 
of the majority of the customers it se- 
cured 

One final comment is in order before 
leaving Tables 5 and 6. The number of 
families who have tried a particular brand 
is far lower than for any commodity 
studied so far. In large part this is due 


infrequent buyers. 

However, as in the case of all com- 
modities studies, less emphasis should be 
placed on summaries and more attention 
should be directed toward individual fam- 
ily purchase profiles. For example, the 
purchase behavior of family 087 intro- 
duces a pattern where there appears to 
be loyalty to one brand but a willingness 
to experiment with many other brands. 
Perhaps this is due to two persons within 


ilies such as 711 who purchased a 10¢ 
package of Woodbury five times during 
the first six months of the year and then 
stopped using shampoo altogether, and 
family 929 who made three purchases in 
October but who made no prior or sub- 
sequent purchases during 1951. So long 
as there is freedom of choice in the mar- 
ket, we can always expect behavior such 
as this to be recorded for any group of 
100 families we care to select. 


Salesense in Advertising... 


Remember the Most Interesting 
Subject in the World 


By James D. Woolf 
Advertising Consultant 

In another place I once made the com- 
ment that, “to be dull in his copy, written 
or spoken, is the worst offense of which 
any adman can be guilty. And much copy 
is very, very dull, The products—earthy, 
prosaic, familiar, ev- 
eryday things like soap 
or bread or baked 
beans—are about as 
dull as old shoestrings 
to begin with.” 

My mind must have 
been wandering when 
I made that assertion. 
There are, of course, 
worse offenses than 
dullness—dishonesty, 
for example, and wretchedly bad taste. 

But it is true that we see and hear a 
great deal of dull copy, the production of 
dull and unimaginative minds. It appears 
to me that the true test of a copywriter’s 


James D. Woolf 


skill is his ability to write interestingly 
about prosaic articles of merchandise. For 
if he cannot write interestingly he surely 
will fail to write persuasively and con- 
vincingly. 


s It is a common practice today among 
some admen, deficient in this special 
ability and eager to avoid dullness, to rely 
on more or less extraneous material. Up 
to a point, I think, this procedure is justi- 
fied; the consideration involved is the 
degree of extraneousness. As a somewhat 
extreme example, take carpet tacks. Here 
we have a strictly utilitarian device for 
fastening carpet (a cloth material) to the 
floor (wooden). Tacks are not decorative, 
or musical, or helpful on cook’s night out. 
They are just tacks. “How in the world,” 
asks the copywriter of himself, “can I 
avoid being dull about tacks?” Well, one 
way would be to have Ripley say it, after 
the manner of the excellent Borg-Warner 
spreads in the weekly magazines. Another 


way would be to arm Dick Tracy with a 
gun loaded with tacks instead of bullets. 
It is all a matter, as I say, of degree. 

It is easy to understand why copy- 
writers, desperate for high readership rat- 
ings, resort to a multitude of devices to 
get attention in these shrill and insistent 
days. More now than ever before the com- 
petition for attention within the pages of 
a magazine or newspaper, or over the air, 
is fantastically clamorous. Admittedly it 
behooves each advertiser to strive might- 
ily to compete successfully in the current 
hullabaloo for the public eye and ear. 

But I cannot go along with the Dick 
Tracy or Li'l Abner school of thought. 
The copywriter who resorts to such 
totally irrelevant and indiscriminate de- 
vices has openly confessed, to my way of 
thinking, his lack of true skill in his art. 
Surely motor oil is not so completely de- 
void of interest and pertinent news value 
that dominant pictures of crawling in- 
fants must be relied on for attention-get- 
ting. And surely Ethyl is not so dull and 
colorless a product that its puerile zoologi- 
cal campaign was the only possible way to 
capture attention and readership. 


s As against this, the hideous and fero- 
cious gremlin used in the Shell Oil ads 
to dramatize the destructiveness of acid 
seems to me to be an extraneous device 
that is as graphic as it is relevant. Kel- 


logg’s unique idea of inviting the kids to 
“make the ads” might come under the 
heading of an “extraneous device,” but I 
consider it to be a fine example of true 
skill in copywriting. Children, as we all 
know, constitute the big market for corn 
flakes and for this reason Kellogg’s novel 
treatment is surely a discriminate and 
wholly relevant approach. A tip of my hat 
to Leo Burnett! 

What I am trying to emphasize here is 
that there are genuine and important 
shades of difference between what I refer 
to in this piece as extraneous devices. Li’l 
Abner’s fondness for Cream of Wheat is 
one thing, whereas the fondness of nice, 
wholesome, attractive real-life children 
for Kellogg’s Corn Flakes is quite another. 
Both treatments are entertaining, to be 
sure, but I cannot escape the feeling that 
the Kellogg approach is by far the more 
appetizing of the two. 

One of my correspondents, a copywriter 
of outstanding ability, points out to me 
that too many admen, frustrated in their 
efforts to make dull products interesting, 
resort to bombast and hyperbole. I think 
this is true, but I won’t labor the point 
because I have commented on it so many 
times in this column. 

It is my notion that no extraneous de- 
vice or ingenious “trick” of presentation, 
no matter how eye-catching and enter- 
taining and relevant it may be, possesses 
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Breck 1 Ratio a fairly substantial potential market for a look at family 117 whose purchases in 

The predominance of Prell as a brand (approx.) any brand that can persuade families to January look aimless, but who divide 
commanding loyalty is clear, but at the Per Per Fam- buy it at least once during the year. This’ their purchases between Shulton and Sul- 
same time it should not be overlooked cent cent of ilies to aspect of the market is borne out by the’ phur 8 during the rest of the year. Inci- 
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only two families in the panel, and each Brand ume ilies ume using to dollar share of the market, in- primarily loyal to one brand, since no 

Drene liquid 14.7 20 14 dicating that the more users secured, the 
TABLE 4 Prell cream 12.0 19 1.6 larger over-all sale. But the situation in TABLE 7 
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we (Lever) cream 5 Helene Curtis for. We find that Table 7 reads: a, BT ree a 

lene Whip cream 1 

Lustre Wave cream 5 Helene Hughes liquid 1 the large share of the market for Drene Per cent [00% 

— wd 86 4 —— jiauid 1 that comes from families who buy 25% of Families 

eaten none . > ae — 1 to 50% of their shampoo needs in other Classification in Each Case other category seemed more appropriate. 

ch cream 3 Mimpoo powder 1 brands. over 75% 27 
s{Ann Barton) cream 3 Keren wae ‘ The pattern for Fitch brings out the 50-74.9% 16 ® Family 952 stars in two respects—buy- 
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al Oil tiquid 3 a" lieuid ; known brand that secures the major part 0.1-24.9% — the only family in the panel to buy Drene 
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mula 20 marr : |e ter : It does not do well enough to place among These findings are, in general, consistent for dollar volume, and except for some 

-Lure cream 2 Shulton liquid 1 the top ten brands in the market, but it with our one sentence summary of the faltering in March‘and April is an all 

— paar : — fleets ; is certainly assured of the volume it gets shampoo market in Chicago—one-fourth Drene family. But the thing that makes 

nN liquid 1 Vita Fluff cream 1 so long as it keeps its promotional pro- loyal, one-half non-loyal, and one-half marketing an interesting subject is fam- 
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in itself any power of persuasiveness. 
Thus it is that Li'l] Abner may seize and 
fleetingly hold the reader’s eye, but can 
it possibly be that anxious mothers, upset 
as all get out over little Joe's listlessness, 
will be persuaded that Crear. of Wheat 
will restore the little guy to Dogpatch vim 
and vigor? I cannot believe it. 

No, I simply cannot embrace the idea 
that such “readership devices” as Li’l 
Abner are in themselves persuasive. They 
are of considerable value, I think, when 
they are relevant and sensible and within 
reasonable bounds of dignity and good 
taste. I have commented favorably on the 
Borg-Warner campaign. Bret it must be 
noted that the Ripley technique, so skill- 
fully employed by this advertiser, does 
nothing in itself to convince the reader 
of the excellence of B-W products. Its sole 
merit lies in the fact that it presents the 
B-W story in a physical format and style 
of expression that captures and holds the 
reader’s attention. A tip of my hat to 
JWT! 


@ It is well always to remember, I sug- 
gest, that to you the most interesting sub- 
ject in the world is—YOU. And by the 
same token the most interesting subject 
in the world to Joe Doakes is Joe Doakes. 
All of his conscious thinking and day- 
dreaming (as well as his dreaming during 
slumber) concerns the fascinating subject 
of himself. Hence it follows, I think, that 
the real secret of making a product inter- 


Tips for the Production Man... 


esting to Doakes is to relate it to his 
hankerings and his problems. With or 
without attention-getting devices, no ad- 
vertisement can be completely dull to 
Doakes if the subject of the copy is 
Doakes. 


s I have great faith in the YOU approach 
in headdines and illustrations. “You,”. art- 
fully used, is the greatest advertising 
“device” of them all. In “Advertising 
Handbook” (Prentice-Hall, Inc.) Victor 
O. Schwab, president of Schwab & Beatty, 
gives us a list of successful mail order 
headlines. Mr. Beatty, whose agency han- 
dles what is probably a larger volume of 
mail order advertising than any other ad- 
vertising firm, knows a very great deal 
about what makes headlines click. Among 
his examples of effective headlines are 
these: 

Profits that Lie Hidden in Your Farm 

Do You Make These Mistakes in Eng- 
lish? 

It’s a Shame for YOU Not to Make 
Good: Money ....When These Men Do It 
So Easily 

Does Your Child Ever Embarrass You? 

Suppose This Happened on YOUR Wed- 
ding Day! 

A Startling Memory Feat That You 
Can Do 

Use interest-capturing devices if you 
must—provided they are pertinent and 
make good sense. But remember the most 
interesting subject to YOU is YOU. 


Is It Goodbye to the Two-Inch 
Newspaper Column? 


By Kenneth B. Butler 

Newspaper publishers as well as ad- 
vertising production men, embroiled in 
the ruckus over excessive mat shrinkage, 
now realize that this practice is back- 
firing. 

As everyone knows, newsprint costs 
have been soaring. Paper is one of the 
biggest items of outgo in publishing a 
modern newspaper. Publishers have 
sought to help meet these costs by shrink- 
ing page mats excessively in order to per- 
mit the use of narrower newsprint rolls, 
effecting a saving. This shrinkage in 
some cases amounted to as much as 1% 
inches on the page width. 


s As reported in AA (July 14 and 21), 
advertisers don’t like this one bit. Not 
only does this practice deliver smaller 
space than the rate cards promise, but 
the excessive shrinkage has changed the 
reproductive qualities of the plates fur- 
nished, particularly on halftone illustra- 
tions and small type. 

Some newspapers have been seeking 
ways to increase this mat shrinkage still 
further. All this with a minimum of noti- 
fication to purchasers of space. The news- 
paper industry, however, devoted a 
lengthy discussion panel to this very 
problem in its recent mechanical con- 
ference held in San Francisco. In fact, 
like the recent political conventions, the 
pow-wow went over into an overtime 
session a second day. 

The debate was touched off after a 
paper entitled “Column Width Reduction” 
was delivered by Stephen J. Lambert, of 
the Brooklyn Eagle. Against the rising 


Employe Communications... 


trend of mat shrinkage, this speaker pro- 
posed the narrowing of newspaper col- 
umns from the traditional 12 picas, down 
to a new and narrower column width 
which was variously proposed as 11% 
to 11% picas. 

Reduction of column width was urged 
as a forthright method of saving paper, 
while avoiding blistered mats, poor re- 
production, and other technical problems. 


s As newspaper men viewed it, the main 
problem in column width reduction would 
be to get advertisers to furnish their mats 
and plates in the new, narrower width, 
particularly in the single and double col- 
umn widths. Unless all newspapers acted 
uniformly, confusion to advertising pro- 
duction men would result. It would be 
a pretty kettle of fish for a production 
man to have to supply and accurately de- 
liver two sizes of plates. 

The proposed narrower columns would 
mean 111% picas, approximately, for single 
column plates, and 12 picas for addi- 
tional columns as compared with the 
present 12 plus. 

The publishers expected opposition, and 
urged an educational program. 

It is our view that the narrower col- 
umns must be regarded as an indirect 
rate increase. Justified or unjustified we 
cannot say. Certainly newspapers must 
do all possible to preserve good reprod:c- 
tion, and the industry should adopt stand- 
ard specifications so that a plate will 
serve the needs of any newspaper, wher- 
ever located. 

Our guess is that the 11% pica column 
is just around the corner. 


Union News in the Management Press? 


By Robert Newcomb and Marg Sammons 

The International Union of United 
Brewery, Flour, Cereal, Soft Drink and 
Distillery Workers of America of the CIO 


a few days ago delivered a check for 
$2,000 to the National Society of Crippled 
Children and Adults. This is the fifth 
straight year such a donation has been 


made to the Easter Seal society, and by 
most measuring standards, a contribution 
of $10,000 to a charitable organization has 
some bulk. You may write off the item as 
an income tax deduction, but you cannot 
write off the decency of the act itself. 
The illustration is given here not be- 
cause it is unusual for a union to make 
contributions to worthy causes, because 
it isn’t at all unusual. The illustration is 
given here as an example of the sort of 
news any management dealing with that 
international union can safely report in 
its employe magazine. To a company pub- 
lication,editor, that item is news. 


® The authors of this column will not 
know for some weeks whether the man- 
agement press, in the fields itemized in 
the union’s name, use the item. We 
strongly suspect that the report of the 
union’s donation may not achieve print 
in several company publications in the 
brewery, flour, cereal etc. categories. 

At practically every management gath- 
ering on employer-employe communica- 
tion, someone asks whether union news 
should be handled in an employe publi- 
cation; if so, how? A tandem question is 
whether many publications issued by 
management publish union news. 

Here is a loose, general stab at an 
answer: The great majority of employe 
publications of companies with union con- 
tracts do not publish union news. The 
position of the management is that, in a 
large number of instances, the union is 
represented by its own journal and no 
coverage by the management press is indi- 
cated. Another segment of management 
flatly refuses to handle union news on the 
basis that the company journal is for em- 
ployes and not for union members. (Of 
course they are substantially the same 
people, but this doesn’t appear to matter.) 


Mail Order and Direct Mail Clinic... 
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Still another management group finds 
that few dangers are involved in publish- 
ing news about unions, provided the 
material is news and not slanted propa- 
ganda, or controversial material aimed at 
creating turmoil. A still more liberal clas- 
sification takes the view that the union 
ought to have a department in the com- 
pany journal. 

So far as is known, no statistics in the 
matter are available, but it appears that 
some managements with union contracts 
are commencing to relent in the matter, 
and are cautiously using such material as 
pictures of new local union officers, union 
social committees, blood donor groups etc., 
along with reports of the commencement 
and conclusion of negotiations, labor rul- 
ings affecting hours and working condi- 
tions. 

One rubber company—Goodyear—car- 
ries a pithy column regularly on labor 
matters. Pittsburgh Plate Glass Co. in its 
employe journal recently gave a warm 
salute to one of its local unions on the 
completion of new headquarters. Other 
companies with union contracts are be- 
ginning to acknowledge not only the ex- 
istence, but the important contributions 
of unions. 


8 What's this department's belief? Just 
this: If it’s news, print it. There is no 
gain for a company in seeking to supress 
something that, perhaps in a matter of 
hours, will be common knowledge, or is 
common knowledge already. ; 

Last year a company issued its emplo. 
journal for five consecutive months wit 
out once referring to a strike that co 
tinued through that entire period. It w 
a management move to suppress thf 
purely obvious, and the boys chuckleé 
over the company’s ostrich act long afte 
the sand had blown away. 


Holiday Sales Depend on Careful 
Plans in Election Year 


By Whitt Northmore Schultz 

How will the great interest in the 1952 
elections affect the results of direct mail 
and mail order advertising? 

The other day my agency account man, 
Robert L. Stump, and I were discussing 
our advertising schedule for the rest of 
the year. We were planning strategy in 
the busy months directly ahead. 

You’ve got to plan way ahead in mail 
order selling, you know. You’ve got to 
look far into the future, if that’s possible, 
and try to predict trends; try to evaluate 
the current scene and then project it 
three to four months hence. And, frankly, 
that’s not easy. 


s The American mail order buyer is a 
sensitive person. News of elections, floods, 
earthquakes—these and other national 
and international happenings have a stag- 
gering effect on his buy-by-mail habits. 
When Gen. MacArthur was called home, 
for example, every mail order buyer, 
it seemed then, was looking and listening 
to either his TV or radio—and not shop- 
ping by mail. 

Well, directly ahead is the 1952 Presi- 
dential election. And you can bet your 
last advertising dollar this heavily- 
promoted election is going to disturb 
greatly the mail order buying picture. 
And that’s why Bob Stump and I—and 
hundreds of other space and direct mail 
buyers—are trying to predict the mail 
order buyers’ thinking in the action- 
packed months ahead. We're trying to 
project our mail order promotions against 
this election year challenge. 

Here are some of the conclusions we’ve 
worked out. Perhaps they'll help you in 
your planning. 


1. We're not going to STOP advertis- 
ing. Instead, we’re going to advertis 
heavily—but at the right time—late in th 
year. We're going to keep on advertisin 
because we know newspapers and maga- 
zines will have greater readership than 
ever before. 

2. We're planning NOT to mail any cata- 
logs or flyers which will arrive around, 
or about, Nov. 4. In our opinion, there'll 
be little interest in the “advertising mail” 
landing in the nation’s mailboxes at that 
time. 

3. We'll not promote any politically- 
slanted gadget or gimmick between now 
and Christmas. Why? Because this type 
of merchandise will be over promoted. 
And it may cause ill will. 

4. Because of the uncertainties of third 
class mail deliveries, we'll withdraw from 
all mailings at least three weeks before 
election. 


s 5. We'll place most of our Christmas- 
gift mail order ads in the late November 
and early December issues, believing mail 
order shoppers will be shopping late this 
year. 

6. As mentioned earlier, we will be 
represented regularly in proved media for, 
despite this being election year, those in- 
clined to buy by mail will be buying, but 
probably not with the enthusiasm they'll 
show after the election. 

To try and chart a direct mail course in 
the months ahead, keep this fact in mind: 

National events affect mail order sales. 
Plan your promotions to hit well ahead 
of these events, or after the event has oc- 
curred and people are once again in a 
buying mood. 
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HOUSEWARMING— Among those present at an open house in Ruthrauff & Ryan's new 
St. Louis offices in the Railway Exchange Bidg. were (from left) O. A. Zahner, v.p. 
of R&P; 2. Emmet Byrne of Moss & Hartnett, investment firm; Elise Broun of R&R; Ray 
C. Stricker, v.p. of the agency; Harold Neusitz, ad ger of Griesedieck Bros. 
Brewery Co.; R&R’s Janet Broun, and James Howe Ill, v.p. of Lewis Howe Co. 


REPEAT PERFORMANCE—In case you 
missed Linda Lombard in Advertising 
Age, July 28, when the sunglass peo- 
ple presented her as Miss Sunglasses 
of 1952, this is to introduce a little 
more of Linda. This time the marines 
at Camp Lejeune, N. C., have joined 
up with the Mennen Co. and anointed 
her Miss Skin Bracer. 


AFTER SIX YEARS—This August Coca-Cola poster, pushing the Coke-and-food theme, 

is the first seen in the New York and New Jersey metropolitan area in six years, as 

the company has, been using painted bulletins there. D’Arcy Advertising Co. is the 
Coke agency. 


aw 
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INSPECTING PARTY—These are some of 90 agency executives, time buyers and clients who flew from 
Chicago, St. Lovis and other midwest points to Philadelphia to see the new WCAU Radio-Television Center 


as 


RENO WORKSHOP—Western members of the Affiliated Adver- 
tising Agencies Network take time out between workshop sessions 
in Reno for luncheon and a little horseplay at the swimming pool. 
Present are (left to right) Tom Armstrong of Armstrong-Schramm, 
San Diego; Robert Young and Arthur Stacey of Robert B. Young 
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Warren Advertising, Spokane; Richard T. Harris of R. T. Harris 
Advertising Agency, Salt Lake City; John Greenlee of Cline Ad- 
vertising Service, Boise; Jack Thomp of Jennings & Thomp 

Phoenix; P. O. Narveson of Associated Advertising Agency, 
Los Angeles, and Thomas C. Wilson of Thomas C. Wilson Ad- 


Advertising Agency, San Francisco; Virgil Warren of Virgil A. 


‘PENPOINTED’ ADVERTISING—The Paper-Mate Co., Culver City, Cal., is using 
bench ads like these in what it calls “high potential” areas in Los Angeles and 
Oakland for its Paper-Mate pen. Bench space is sold by United Bench Advertisers. 


PICTURE PROJECT—Present at the annual picture-taking expedition held at Rocky 

Mountain National Park by Johnson Motors, Waukegan, Ill., outboard motor maker, 

were, left to right, Stanley and Morris Rosenfeld, noted merine photographers; Carl 

W. Prell, v.p. of Lamport, Fox, Prell & Dolk, South Bend, Johnson's agency; Horace 

W. Fox, president of the agency, and William H. Jonas, sales and ad director of 

Johnson. The company uses the pictures in its ads and in outboard boating pro- 
motional activities. 


trade with its new plant. 


vertising Agency, Reno. 


PINWAE 
Presents 2 
The NEW “Glen tig tor Fait! 


NEW HAIR STYLE—GG Inc., San Gabriel, 
Cal., will start the fall campaign for its 
Pinwae pincurl permanent with this two- 
color ad in Life this month. Any woman 
who sends in a new hair style that GG 
uses in its ads will get a $500 savings 
bond. Erwin, Wasey, Los Angeles, is the 
agency. 


there. The Chicago agency group visit was the seventh and last trip arranged by WCAU to acquaint the 
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Pillsbury’s Sales 
Rise $90,000,000 


from Previous Year 


MINNEAPOLIS, Aug. 5—Pillsbury 
Mills’ sales for the fiscal year end- 
ing May 31 were $90,000,000 great- 
er than sales for the preceding fis- 
cal year, Philip W. Pillsbury, retir- | 
ing president of the company, re-| 
vealed yesterday. 

Net earnings before taxes were 
up $1,500,000 over the previous 
year, according to the company’s 
annual report, for an increase after | 
taxes of $367,729. Earnings per'| 
share of stock were $4.36, as com-| 
pared with $4.58 per share the 
year before, when there were few-| 
er shares outstanding. 

Mr. Pillsbury, who now steps up 
to become chairman of the board, | 
said in the report that the company | 
suffered two major disappoint- | 
ments during the past year. 

“Our biggest swing in loss of 
revenue over last year,” he said, 
“amounted to better than $1,000,-| 
000 in soybean processing. This sit- 
uation was generally true through- | 
- out the vegetable oil industry,! 
caused by price ceilings on soy-| 
bean meal and a depressed soy- 
bean oil market.” 


8 The second disappointment was 
“credit losses suffered as a result 
of customer failures in the formu- 
la feed area of our business, due 
principally to a drastic decline in 
broiler prices. In view of the un- 
certainty in the poultry market at 
the present time, a_ substantial 
amount has been added this year 
to the reserve for possible losses | 
in collections of outstanding feed 
accounts receivable.” 

Both of these conditions should 
be corrected in this coming year, 
he said. 

The report reviews the com- 
pany’s recent expansion (which, 
last month brought down on it a) 
Federal Trade Commission monop- 
oly charge). New Pillsbury addi- 
tions include Ballard & Ballard in 
the Southeast; the Duff mix plant 
in Hamilton, O.; the Buffalo Pool 
Elevator, plus a contract for the 
proposed purchase of two Canadi- 
an flour mills. 

The company’s export business 
was described as “better than 
ever,” and was attributed, in part, 
to the world’s growing population. 

| 
Record Group Names Martin; | 
Plans Industry Promotion 

Joseph C. Martin, formerly on 
the editorial staff of The Billboard, 
has been appointed director of in- 
dustry promotion for the Record 
Industry Assn, of America Inc., 
New York. 

The appointment is part of a 
previously announced plan for an 
industrywide promotion and pub- 
licity campaign. Beginning in Sep- 
tember, the campaign will push the 
use of records as a form of home 
entertainment and a cultural in- 
fluence. Forty-one record manu- 


facturers are cooperating. 


Time-Life Builds London HQ 


Completion of the new Time- 
Life International office building 
at New Bond St. and Bruton St., 
London, is scheduled for late this 
year. The building will be Time- 
Life International’s main Euro- 
pean publishing headquarters and 
will house its news bureau, adver- 
tising offices, circulation and sub- | 
scription services and the “March 
of Time.” 


$20,000 WORTH 
of art and layout 
material for only 


utile, $180! 


CLIPPER 
Multi-Ad Services, Inc. 
105 Walnut, Peoria, Il 


Graphic Arts Show Planned 


The American Institute of 
Graphic Arts has appointed Victor 
Ratner, free lance art director, as 
chairman of its tenth annual 
Printing for Commerce show, to 
be held beginning Jan. 12 for two 
weeks at the headquarters of the 
institute, 13 E. 67th St., New York. 
Plans are under way to enlarge 
the scope of the exhibition, which 
will be national in scope for de- 
sign, typography, paper, and print- 
ing. Entry blanks may be obtained 
from the institute. 


Two Appoint Jann & Kelley 


Jann & Kelley has been named | 


national representative for the 
News-Herald, Hutchinson, Kan., 
and the Journal, Salina, Kan. The 
papers, which previously had no 
national representative, are owned 
and edited by John P. Harris and 
Sidney F. Harris, respectively. 


Drops Mail Order Mag Plans 
Rubin Goodman, who was about 


‘to publish a monthly magazine 


called Mail Order Business in St. 
Louis, has decided to discontinue 
plans for publication. 


Krinkles Holding Contest; 
Offers Kids Palomino Ponies 

General Foods Corp., New York, 
will use “Captain Video,” “Tar- 
zan” and half-page ads in com- 
ics supplements to launch its 
“Name the Pony” contests. 

Beginning Aug. 25, four palo- 
mino ponies, selected by Roy Rog- 
ers, will be awarded to youngsters 
selecting a prize-winning name. 
Second, third, fourth and fifth 
prizes will also be awarded. Con- 
testants must submit a Krinkles 
box top along with their entry. 
Foote, Cone & Belding, New York, 
is the Krinkles agency. 


Belmont Radio Changes Name 
Belmont Radio Corp., Chicago 
television manufacturing subsidi- 
ary of Raytheon Mfg. Co., has 
changed its name to Raytheon 
| Television & Radio Corp. Manage- 
ment and policies of the subsidiary 
| will remain the same. 
| WTIP Appoints Burka S.M. 
Mel S. Burka has been appointed 


|sales manager of WTIP, Charles- | 


ton, W. Va. He has been active in 
' the radio field for the past 12 years. 


| ‘Building’ Names Thompson | - 
| Stephen G. Thompson, formerly © MITE NEON- FLYING 
| real estate editor of the New York © SKY- BROADCASTING 
| Herald Tribune, has been named 

“associate news editor of the Mag- AMERICAN SKY ADVERTISING CO. 
‘azine of Building (Architectural gnaetoctaary rt 


Forum and House & Home edi-| GSXR RISSETTS 
tions) BPHONE $1 2-7487 


| | 72"! in reTAW sas [ay SIS 
| 


ale. 
among Sales Management's 
| i 162 Metropolitan Areas 
| 
| i 


1 
| 


» 
by 
7 
» 


° 

Steadily increasing is the standing of 
the Quad-Cities among the 162 stand- 
ard metropolitan areas. Now in 72nd 
place for retail sales volume, the Quad- 
Cities continues to grow. And grow- 
ing with the community for over 25 
years, WHBF is a powerful influence 
in the homes of over 240,000 Quad- 
Citians—quality people who buy qual- 
ity goods—yours included, if you so 
desire. 

Les Johnson, V.P. and General Mgr. 
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TELCO BUILDING, ROCK ISLAND, ILLINOIS 
“Repre ented by Avery Knodel inc 


Self service ! 


String loosely between two posts a 
length of braided barbed wire wrapped 
in burlap, which is soaked with a DDT 


oil solution 
their sides 


...and the steers learn to swab 
and backs. This back rubber 


keeps cattle just as free of flies as spraying, 
saves the time and effort of rounding up 
and spraying. The DDT used costs $5 per 
season per hundred cows. Brains are a big 


help in the 


business of farming. 


Farming is a business... which uses ideas 
and imagination, new techniques in crop pest 
control, irrigation, cultivating, and harvesting 

...constantly carries on research to 


other 


spend 


develop better methods, higher yields, 
improve quality, and reduce costs. No 


major industry has made such 


spectacular strides! 
Farm homes and farm living have kept 
pace. © 


Ihe nation’s better farm families 
many millions on new building, 


remodelling, redecorating, new drapes, 


floor coverings, functional furniture and 
home appliances...today have standards often 


exceeding those of the better suburbs...are the 
best class market in the US! 


Best sales ity ...is provided by 
SUCCESSFUL FARMING reaching the nation’s best 
farmer businessmen and their families, a major 
market of more than 1,200,000 homes, of which 
nearly a million are concentrated in the fifteen 
agricultural Heart states, with the best soil, 
largest investment in equipment, herd, and 
buildings, the highest yields and incomes. ‘The 
annual earnings of the average SF subscriber 
easily top the national farm average by 50%. 

Advertising in general media misses much 
of the best market. Only SuccessFUL FARMING 
gives deep penetration, the wide influence 
based on a half century of service... is needed 
to balance any national sales schedule. Highly 
prosperous, with vast savings, bulging checking 
accounts, carning and spending billions... the 
SF audience merits prime preference by the 
national advertiser! Full facts, any SF office. 


MerepitH PuswisHinc Co., Des N 
New York, Chicago, Cleveland, 
Detroit, San Francisco, 


Auanta, Los Angeles. 
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‘Ceramics Monthly’ to Bow Appoints Dowd Agencies Two Join McCann Statt Makes DuMont Set in Canada 


is Professional Publications Inc.. 3ender & Hamburger, New York Storrs Haynes, formerly with Canadian Aviation Electronics 
ig. 3494 N. High St.. Columbus 14, is maker of Benham suits and dresses, Dancer-Fitzgerald-Sample, and Ltd. Montreal, has been granted 
aes planning a new magazine, Ceramics has appointed John C. Dowd Inc., Brooks Elms, previously with Biow an exclusive license to manufac- 
eg Monthiy. The -magazine will be Boston, and Dowd, Redfield & Co., have joined the New York of- ture DuMont television receivers 
i 7x10” with three and two-column Johnstone, New York, to id fice of McCann-Erickson as ac- in Canada. This is the first license 

makeup and initially will be sold its advertising. Magazines will be count supervisors in the radio-TV granted through DuMont Televi- 

by subscription for $4 annually used sion & Electronics Ltd. newly 


department. 
. -_ . formed subsidiary of Allen B. Du- 
Mont Laboratories Inc. CAE presi- 
dent is K. R. Patrick, formerly 
general manager, engineering 
products department of RCA Vic- 
tor of Canada 


GM Promotes Hagen to S.M. 


W. A. Hagen has been promoted 
to general sales manager of the 
United Motors Service division of 
General Motors Corp. Detroit 
With the division for 25 years, 
most recently as central regional 
manager, Mr. Hagen succeeds the 
late Charles P. Culhane. 


1 


you are interested in taking your sales promotion information 

out of your dealer's literature rack and putting it into the 

homes of his prospects and customers. . . where it can begin 
to wll... Write to Dept. S-2 


Dob 


185 NORTH WABASH AVENUE © CHICAGO I, ILLINOIS 
SPECIAL CONSUMER PUBLICATIONS AND MAGAZINES 
OIRECT CONSUMER PROMOTIONS 


PUBLISHING 
COMPANY Appoints Edward Carswell 

Edward T. Carswell, formerly 
national advertising manager of 
the Oregon City Enterprise-Cour- 
ier. a post he has held for nine 
years, has been named manager of 
the Oregon City Chamber of Com- 
merce 


Wari Saloa Alin 


Note: 1/5 of the nation’s ad money * 
goes into NEWSPAPERS! 


aI Smal 


4101 OVER 4101 0VER 


, 


2101 OVER 
DIRECT MAIL 


920,500,000 


ALL TV 
7.4% 


MAGAZINES 
8.6% 


ALL RADIO 
10.5% 


DIRECT MAIL 
14.0% 


NEWSPAPERS 
% OF TOTAL 34.0% 


that can doa complete job: NEWSPAPERS. 

Newspapers can give you full value for 
your ad dollar because only newspapers 
reach everybody who can buy. 


It takes a lot of confidence and all kinds of 
people to spend two and a quarter billion 


dollars’ worth of advertising. 

It takes everybody from big VP’s with 
heavy ad budgets to housewives with rooms 
to rent. It takes chain-store executives and %*Miscellaneous media, 25.5% brings total 
to 100% — 6% billion dollars, greatest in the 


nation’s history. Figures include production 


neighborhood merchants. 


It takes local business people — those 
who spend only their own money for ads, costs. 
Newspapers’ percentage covers dailies 


only (weekdays and Sundays). 


and those who also spend the important 

money contributed by manufacturers. 
Source: Preliminary estimates for 1951 

published by Printers’ Ink, January 11, 1952. 


But most of all it takes an advertising 
medium that can do the job — the medium 


BUREAU OF ADVERTISING 
American Newspaper Publishers Association + 570 Lexington Ave., New York 22—Ploza 9-6262 
360 N. Michigan Ave., Chicago 1—STate 2-8681 « 240 Montgomery St., San Francisco 4—EXbrook 2-8530 


Sponsored by The Cincinnati Enquirer in the interests of fuller understanding of newspapers 
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Coming 
Conventions 


*Indicates first listing in this column 


Sept. 7-8 New York State Publishers 
Assn annual meeting. Whiteface Inn, 
Lake Placid 

*Sept. 7-10. Assn. of Railroad Adver- 
tising Managers, Banff Springs Hotel. 
Banff. Alberta, Can 

Sept 11-13 Newspaper Advertising 


Managers Assm. of Eastern Canada, an- 
nual convention, Mount Royal Hotei, 
Montreal, Que 

Sept. 12-13. Advertising Federation of 
America. District 7. Thomas Jefferson 
Hotel. Birmingham. Ala 

Sept. 23-Oct. 1. Assn. of National Ad- 
vertisers, fall meeting. Hotel Plaza, New 
York 

Oct 2-4 Advertising Typographers 
Assn. of America, 26th annual meeting, 
Grover Park Inn, Asheville, N.C 

Oct. 3-4. Pennsylvania Newspaper Pub- 


lishers’ Assn.. annual convention, Penn 
Harris Hotel, Harrisburg 
Oct. 4-7. Mail Advertising Service Assn., 


International. annual convention, Shore- 
ham Hotel, Washington. D.C 

Oct. 5-9. Advertising Specialty National 
Assn annual convention and specialty 
fair, Palmer House. Chicago 

Oct. 8-10. Direct Mail Advertising Assn... 
35th annual conference. Shoreham Hotel, 


Washington, D.C 

Oct. 10-11. Oregon Newspaper Pub- 
lishers Assn. Admanagers, fall meeting. 
Heathman Hotel, Portland, Ore 

Oct. 12-15. Pacific Council, American 
Assn. of Advertising Agencies, annual 
convention, Arrowhead Springs Hotel, San 
Bernardino, Cal 

Oct. 13-14. Inland Daily Press Assn 


annual meeting. Congress Hotel, Chicago. 
Oct. 13-16. Print.ng Industry of America, 


4 66th annual convention, Chase Hotel, St 
Louis 
Oct. 19-22. Western Classified Advertis- 


| ing Assn.. Mission Inn, Riverside, Cal. 
| Oct. 20-21. Agricultural Publishers Assn., 
annual meeting, Chicago Athietic Club, 
| Chicago. 
| Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston 

Oct. 20-23. Financial Public Relations 
Assn., annual convention, Hotel del Coro- 
nado, Coronado, Cal 


*Oct. 25-29. Screen, Process Printing 
Assn., International, 4th annual conven- 
tion and exposition, Hotel Sherman, Chi- 
cago 

Nov. 20-22. Southern Newspaper Pub- 
lishers Assn.. annual convention, The 
Greenbrier, White Sulphur Springs, W. 
Va 

Dec. 7-11. Outdoor Advertising Assn 


of America, 55th annual convention, Con- 
rad Hilton Hotel, Chicago 

Dec. 27-29. American Marketing Assn., 
conference, Palmer House, Chicago. 


Emerson Appoints Hopkins 

Emerson Radio & Phonograph 
Corp., New York, has appointed 
David J. Hopkins director of sales 
and advertising. Associated with 
Emerson since 1938, Mr. Hopkins 
has resigned as president of the 
distributing company, Emerson 
West Coast Corp., to join the 
| parent company. The new director 
said that Emerson will conduct 
“the most intensive national ad- 
vertising campaign in its history 
including a record number of 
newspaper insertions.” 


Evans Heads Broadcasting Co. 
Herbert E. Evans has resigned as 
| V-P. of personnel of Farm Bureau 
|} Insurance Companies, Columbus, 
O., to devote full time to managing 
one of Farm Bureau's subsidiaries, 
Peoples Broadcasting Corp. Rob- 
ert W. Heffner has been named to 
succeed him. Farm Bureau plans 
to expand existing facilities of 
Peoples Broadcasting, which oper- 
ates WRFD, Worthington, O., and 
WOL, Washington, with a “view 
toward entering other fields of 
communications.” 


| Bendix Renews TV Show 

Bendix Home Appliances, South 
Bend, Ind., has renewed sponsor- 
ship of “The Name’s the Same” 
(ABC-TV) for a 52-week period, 
effective Sept. 10. The renewal is 
on an alternating basis with the 
program's other sponsor, C. A. 
Swanson & Sons, Omaha. A divi- 
sion of Avco Mfg. Corp., the Ben- 
dix account is handled by Tatham- 
Laird, Chicago. 
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‘Time Announces 


Postwar Magazine Rate Changes 


How Advertising Rates (and Circulations) Have Changed for 
| the 10 Magazines That Had the Greatest Advertising Revenues § 
in the First Half of 1952. | : = 


8% Rate Boost 


(Continued from Page 1) | (Data in each case on rates before 1946 is for the last rate adjustment 
of 1952, this edition had an aver-| phefore the postwar spiral began. Circulations given are averages, not 
age net paid of 83,000, Time said, gyarantees. These ten magazines probably account for more than half 


ES 


ne 


including 15,000 military. 
The new four-color page rate for 


of total magazine billing.) 


Time will be $11,910. The present] Mhgin fue fa, bam ae) Macey, fae tte 
one-time, four-color page costs SCHOOLBOY DREAMS—Nash Motors division of Nash-Kelvinator Corp., Detroit, will 
$11,025. LIFE a ae LooK aig use this “schoolboy dreams” outdoor poster at every Nash dealer point in the U. S. 
; ; : A i ti issue, i ver: circulation per issue, second sii % 
American Artist Magazine an-|  gontns "196 S 178/536; second sx mouths | months 1946, 2,383,356; second six months during August. Geyer, Newell & Ganger, Detroit, is the agency 
nounced a rate increase of 10%, ef- 1951, 5, 56. 1951, 3,187.1 
fective with the October issue 9-13-43 $10,000 $14,330 1-19-45 $ 4,933 $ 6,783 e s 
: : , ‘i 4- 1- . 17.9: 3- 5-46 5,755 7,914 e 4 
end an inerased circulation guar") a 7% 88st ss | Audio-Visual Meetings Show Gains 
antee of 38,000 copies. 4- 7-47 15,225 eee vie Uy 4 ed 
Becca — will innene a r ia 16-100 23.763 1- 4-49 8.445 12.000 F 4 - " 
ad rate and its guarantee with the - 2+ . . -_4- : y U {Films b B F 
February, 1953, issue. The net paid ig 4 Sie oo 7s wars ieee In se 0 l y usiness irms 
guarantee will go to 2,100,000 and mae saTuanaY Gvenene pest 7- 1-52 11,440 17,130 
baw pages will cost 5.505 and Average circulation per issue, second six COLLIER'S Cuicaco, Aug. 7—Educators have|signed to sell the company itself 
four-color pages $7,740. The guar-| months |. 3,848,193; second six months Average circulation per issue, second six |iong been wise to the fact that it’s| or a whole industry. The American 
antee represents a 16.66% boost,| 1951, 3,998,616. months 1946, 2,804,941; second six months : , ; : : setribarti 
i : 1- 6-45 $ 8,500 $12,000 | 2951, 3,129, easier to get across a point with| Meat Institute is distributing a 
with a pro rata increase for the “eae 9'200 ‘800 420 |—Cts«é20- 29-42. $ 7,000 $10,000 the help of movies. film called “This Is Life” on the 
rates. 10-5-46 10.000 14,300 Ar} ro} te Evidence that U.S. business men| meat industry while Swift & Co. 
4- 3-48 11.200 16.000 | 1 1-52 9,125 12.875 are starting to use movies on a|has one called “The Big Idea,” on 
® Also joining the rate increase 2- 3-51 1,768 7 + 7-12-52 10,100 14,625 large scale to put across their story |the American way of life. 
parade were: 4- 5-52 13,710 20, NEWSWEEK was presented this week as four oe ar ael —_ - ast, 
Dun’s Review, which announced | _ Average circulation per issue, second six | audio-visual film groups assem-| either. One industrial film distrib- 
that its b&w page rate will be $920, Average oiiihean issue, second six | 1951 843.179. oo peeks utor in New York was making 
effective with the November, 1952,| months 1946, 1,565,705; second six months 7-17-44 $ 2,000 3,000 The joint meeting of the Educa- | 100,000 bookings a year four years 
issue. The magazine, published by| 2951 = <e ee 7 oo 4 ne} tional Film Library Assn., Nation-|@80 and expects to line up 600,000 
Dun & Bradstreet, has a controlled Nag $ 4'200 6.270 1- 5-48 2'690 4.440 al Audio-Visual Assn., Industrial|this year. The Santa Fe Railroad 
circulation of 80,478 and a total 3- 3-47 3,200 7-200 ae es Ho Audio-Visual Assn. and Catholic} last year had to turn down 6,700 
circulation of 90,834. 2. a 6200 9/300 9. 3-51 3,670 5820 Audio-Visual Educators drew more | fequests for showings of its films. 
Your New Baby is increasing its 9-10-51 6,750 0158 i He ite 54 than 2,100 people to inspect dis-| To carry the industrial motio 
circulation guarantee and adver- alia : . y plays set up by 100 equipment picture to the public there are a 
tising rates about 9% with the BETTER HOMES & GARDENS GOOD HOUSEKEEPING manufacturers and to discuss the | estimated 365,000 16mm projecto 
January issue. The new one-time} Average, circulation, per ej | ay ie ode 3047 700, seeond sfend x industry's problems and future. in use. These are owned by t 
b&w page rate will be $1,800 and 1951, 3,587, | 1951, 3,205, companies themselves, school 
two-color will be $2,250. The book’s $-45 $ $200 $ 5.630 | 12-15-48 $ $308 $ sone ® The IAVA industrial group, rep- churches, clubs and other co! 
present guarantee is 275,000. 10-46 7'700 10550 8-48 7'500 10,000 resenting companies which pro- a me craggy sg ge 
Somewhat to the contrary, how- 4-47 8.450 11.600 351 7.800 10.600 duce and use motion pictures, is|T/y welcome company films. 
ever, Screenland Unit has an- 3.50 9'800 13/400 1-53 9.350 12'760 composed of audio-visual depart- A survey conducted by Busine 
nounced that, effective next No- 3-51 10,200 ie anes ment heads in such companies as|5¢7¢e” last year revealed that 11 
vember, it will offer bulk discounts 1-52 10,900 x huiesiis siusiuamin aie sik dial ine Swift, Shell Oil, Illinois Bell Tele- | °f the 143 major industrial fil 
to advertisers in its Screenland LADIES’ HOME JOURNAL months 1946, 3,569,142; second six months phone, etc. The NAVA is the in- ce oon — : total 
and Silver Screen. The unit’s pres- Average circulation per issue, second six » 4,150,347. dustry’s trade association repre- ’ ’ in gross sales for ma 
, . 4,682,235; id ith ¥ x Pe ” ’ ; : : 
ent rate is $2,000 per b&w page a aay + oa eee senting dealers, manufacturers and |'"8 Company movies, and industry 
(guaranteed circulation:  1,000,- 1-46 $ 9,700 $12,950 9-48 10.000 13. producers of audio-visual equip-|'* ¢xPected to put nearly $200% 
000). A 15% discount for “12 to re 236 yo} 3 io 4-74 ment, and the educational film | 900,000 into movies in 1952. 
18 pages” will bring this down to 10-48 12:255 16,625 5-52 12,500 16,670 group was organized in 1943 to 
$1,700 and a 25% discount for “18 2-51 12-76 ed promote the production, distribu-|L. A. Agency Sues 


or more” will reduce the rate to 
$1,500. These discounts will go to 
manufacturers of toiletries, cos- 
metics, drugs, notions, soaps and 
cigarets only. The discounts also 
apply on color pages and covers. 


8 In its story of other rate increas- 
es last week, AA made two typo- 
graphical errors. One made Jan. 23 
instead of Jan. 5 the effective date 
of Newsweek’s coming rate in- 
crease. The other involved Life’s 
report on dollar volume of the top 
ten ad media for the first half of 
1952. NBC Radio ad revenues to- 
taled $24,183,934, not $19,403,716. 
The latter was the revenue of ABC 
Radio. 

As AA reported, only four mag- 
azines “of the top 20 media meas- 
ured by PIB” had linage gains in 
the first half of the year. How- 
ever, a number of other magazines 
not in the first 20, so far as dollar 
volume of revenue is concerned, 
had linage gains for the period. 

Farm Journal last week pointed 
out that, in the first six months, 
advertisers increased their invest- 


Wasuincton, Aug. 7—Hearing 
examiner Leo Resnick dumped the 
Paramount case back on the mem- 
bers of the Federal Communica- 
tions Commission today and asked 
the commission to state clearly 
whether it is washing out all anti- 
trust aspects of the case. 

At the same time, he announced 
that hearings on the case—involv- 


stations, and approval of the merg- | 


and ABC—will 
Thursday. 


wash out the anti-trust issue com- | 


to be brief. 


page record when Paramount 


ABC-United Paramount Case Tossed Back to 
FCC for Anti-Trust Study: Hearings Go On 


FCC to indicate whether he should 
permit this line of questioning. 
FCC’s staff had filed a brief 
fiercely opposing the motion to 
close the hearings. While the staff 
was relieved that FCC was permit- 
ting the hearings to continue, staff 
members conceded the anti-trust 
testimony was the backbone of the 


lease against renewals and the 
ing renewals for Paramount-owned merger. 


er of United Paramount Theaters s In throwing out the anti-trust 
resume next! evidence, 

|feels habitual anti-trust offenders 
In the event FCC decides to should be kept out of radio and TV. 


FCC insisted it still 


But it said it saw no reason to 


pletely, the hearings are expected|examine the “remote history in 
|the fields other than radio” 

The hearings had already run| companies that are already holders 
for 91 days and piled up a 13,000- | of radio and TV licenses. 


of 


It held that renewals will be 


asked FCC to stop the proceedings available to these companies unless 
and issue an immediate decision | there are anti-trust offenses with- 


tion and use of educational motion 
pictures. 

The number of companies using 
industrial films has tripled since 
1946, according to Assn. of Nation- 
al Advertisers figures. Approxi- 
mately 2,000 U. S. companies now 
use such films on a regular basis 
to augment their public relations, 
industrial relations and _ selling 
programs. Another 3,000 are re- 
ported by ANA as intermittent 
company film users. 


8 Industrial movie producers ex- 
pect to see American business 
triple its use of films again in the 
next five years, particularly since 
television offers an ideal outlet for 
such presentations. The films are 
otherwise distributed to women’s 
clubs, church’ groups, schools, 
unions and similar organizations. 

One thing which has hampered 
the development of this field of 
communications among large com- 
panies, movie makers say, is the 
fact that they have had few con- 
crete results to present to industry 
officials to prove the effectiveness 


Ex-Employe Patton 
for Taking Accounts 


(Continued from Page 1) 
in order to properly service a clis 
ent. This includes such informas 
tion as knowledge of the client’ 
business, budgets, policies, advers 
tising and public relations plang 
likes and dislikes of the clients 
etc. Roche-Eckhoff had such in- 
formation, it is claimed, but Mr. 
Patton acquired it only by virtue 
of his employment by the agency. 


s The second claim made is that 
Mr. Patton interfered with a con- 
tractual relationship. Mr. Clapp 
Says it is very clear in law that 
when “A” has a long-term con- 
tract, and “B” interferes with its 
being carried out, he is in viola- 
tion of the law. Agency-client re- 
lations may not be on a long-term 
basis, but they normally continue 
indefinitely subject to a mutually 
agreed upon termination. How- 
ever, says Mr. Clapp, the law is 


ment in “the six leading farm|authorizing the renewals and/in three years of the time of ap-|of company films. However, the violated when a third party inter- 
magazines” from $15,900,000 to| merger. | plication for renewal. ANA is now studying approxi-|feres with the prospect of a con- 
$18,100,000. | Elimination of the anti-trust evi- | mately 200 film-using companies|tinuance of the relationship. 


B.V.D. Appoints Fairfax 
to Handle Bigger Campaign 

The B. V.D. Co., which has had 
two agencies in the last year, has 
appointed Fairfax Advertising, 
New York, effective Aug. 14. The 
most recent agency was Hirshon- 
Garfield. Prior to that, Doyle, 
Dane, Bernbach Inc. was the 
B. V. D. agency. 

Under new ownership (AA, Aug. 
6, 51), B. V. D. is in the process of 
adding new licensees and expand- 
ing its line. The company expects 
to have a greatly increased ad 
budget next year. Officials ex- 
plained that the agency change 
was prompted by the fact that each 
one of its six current licensees 
must deal directly with the agency. 
It was felt that a smaller agency 
would serve this need best. 


|@ The move was supported by dence also cost the FCC staff the 


ABC, which pointed out that a/ opportunity to challenge the credi- 
whole year had been consumed bility of certain Paramount wit- 
and that further delay might pre-| nesses. Mr. Resnick said further 
vent it from lining up an effective questioning of these witnesses was 
out, since their original testimony | 
Last week, FCC ruled that the, was stricken. 


program schedule for the fall. 


hearings had to continue. At the} 


same time, however, it ordered Mr.|ing on further 


The examiner postponed a rul- 


investigation of 


Resnick to disregard thousands of Paramount’s alleged role in sup-| 
pages of testimony dealing with pressing theater TV. He asked the 


Paramount’s prewar anti-trust ac- commission to 


tivities. 


indicate whether 
this was one of the outside “fields” 


The appeal for clarification was, which is to be ignored. 


filed after Mr. Resnick conferred 
with FCC staff members and at- 
torneys for Paramount. 

He said the FCC staff wanted to 
investigate anti-trust charges 


Flanigan Joins WQXR 

Joseph M. Flanigan, on the ad- 
vertising staff of The New Yorker 
for the past 15 years, has joined 


which were filed against Para-| wQxR, New York, as an account 
mount since the war. He asked executive. 


and is expected to bring out its 


results in the form of an advertis- 
ing presentation to help agencies 
sell their clients on using movies. 


® As far as selling power is con- 


cerned, the companies which have | 


tried movies for any length of 
time will testify to their effective- 
ness. 

The films themselves, if they’re 
designed to sell the company prod- 


uct, are most effective when the) 


|sales pitch is softest, according to 


|O. H. Coelln Jr., editor of Business | 


|particular product, 


Screen. In other words, people 


want to be entertained when they 
go to the movies, but will respond 
readily to a veiled sales plug. 

If company films aren’t selling a 
they’re de- 


The same consideration might 
not apply if Mr. Patton had quit 
the agency, then later solicited the 
accounts, in the opinion of Mr. 
Clapp. On the other hand, he says, 
Mr. Patton had no right to solicit 
the accounts while an employe of 
| Roche-Eckhoff. In this case he 
| cites a California law which holds 
that whatever an employe acquires 
during his employment belongs to 
| his employer. 

Mr. Patton has 10 days to file 
an answer. 

[Editor’s Note: This is the sec- 
ond recent instance in which trans- 
fer of accounts has led to court 
action. The other is the Duane 
Jones case in New York, which is 
scheduled for trial in the fall in 
the courts of that state.] 
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Noxzema Ads Follow the Sun, Bring 
Healthy ‘51 Sales Total: $6,600,000 


(Continued from Page 2) juct itself... 
sales ledgers and monthly profit “From an advertising viewpoint, 
and loss statements sent up from | however, the product is extremely 
Noxzema Chemical so we would difficult to handle because it is 
know exactly how sales and profits many products in one—a chapped 
stood for each month. Our normal! hands remedy, a sunburn remedy, 
strategy was to establish a specific q medicated cosmetic, a shaving 
objective and hit very hard with aid and a product for general skin 
advertising early in the year to jrritation. This complicates the ad- 


— . | 
achieve the objective—tapering off, | yvertising problem. There is a fac- 


if necessary, toward the end of the | tor of believability about any prod- 
year to achieve the profit objective yet which claims effectiveness in 
set by Dr. Bunting one advertisement in so many 
“The pioneering was done when fields. 
I was with R&R,” Mr. Sullivan said.| “Many of the uses for which 
“The business was built up to over | Noxzema had been advertised, be- 
$3,000,000. During the six years/fore I took over the advertising, 
that Noxzema has been = had to be dropped in favor of ad- 
SSC&B, sales have gone from that |vertising larger consumption uses. 
point to a projected volume of|Ajso, we didn’t want people to feel 
$7,500,000 in 1952... that too much was being claimed 
“In 1925, the first full year I had | for the product.” 
anything to do with the advertis~ | 
ing program,” Mr. Sullivan said, |}, built with local newspapers, 
“advertising was limited to news- | moving out of Baltimore, Washing- 
papers in Baltimore, Washington, |;.,, and Philadelphia into New 
Philadelphia, Wilmington and a | yor, City, New England and grad- 
few Pennsylvania test towns where ually west to Chicago. The coast- 
copy appeals — 9g line was followed in an attempt to 
ideas were tried out. From those| «ash in on the extra bathing and 
tests came the complicated ad-| cunburn usage potential at those 
vertising formula which has con- points. The final area covered was 
ibuted greatly to Noxzema’s suc- | the prairie states region where 
. ithere is comparatively little out- 
| : © a ~ 
door bathing and sunburn com- 
@ Actually,” Mr. Sullivan pointed pared with the East, West and Gulf 
out, 
Product requires an advertising gions. 
marketing formula which is 
ored to its own specifications. |g “From 1924 to 1938, the period 
Tie strategy 
st@ms from the nature of the prod- |jocal to a national product,” Mr. 
—— Sullivan said, “newspapers were 
used almost exclusively. 
TION-WIDE FIELD SERVICE “Once national coverage was 
UL TO ADVERTISERS AND EDITORS. .Wieved,” he said, “radio was used 
nization of 500 capable Photo-Re- extensively. The ‘Professor Quiz’ 
; * provides Mgprseag rn bag obtain radio program was sponsored on a 
cored ane pl enedigg~---ndimeataame national basis by Noxzema in the 


i | . Wri , : 
ong hy fall of 1938, and also in 1939. This 
was followed by the use of the 


: 38 Park Place, Nework 2, N. J. 
_~ 


LITHO BUY LINES &% Zodncon 


TOP-GRADE LITHO DOES 
COST LESS AT JOHNSON! 


Big Chief Buyers save heap Wampum at Johnson Printing 
...where Braves do all Offset complete under-one-tepee! 
Join the Lucky Tribe that saves on fine color, long-run 
production. No matter how far away...send Smoke Signal! 


WRITE, PHONE OR WIRE TODAY! 


CF hnson Printin 


Cc 


EAU CLAIRE, WISCONSIN 


Phone 6127 


Noxzema business was original- 


hoxzena 
Noxzena National 
_Families Population per co r Capite 
10,095,000 36,145,973 ° 5.0445 
Ratio of Average 
Ratio of Average Sales per Sales per 
Adver- Average Adver- Adver- Adver- 
Territory x Net Sales tising Sales tising tising #  tising $ 
r, '46-' & 68148 $235,0 2190 
(90) 
1%47 673,8 23%6,7 2/|8 
2342 72,1 223,92 2 
< years 1,375,9 450,6 
Kverage B37, 225,35 1.01 9% 3105 
19. 702, 29 3) 28 
1949 716, 203.4 3/82 
2 years 1,478,¢ 417,3 
Average 79, 26 1.07 293 2154 
%49 776 203, 3182 
as l 250, OD 
ears 1,779.44 453, 
Average 889,6 226, 1,20 1,09 
2250 1,002,7 250,5 4)00 
423) da tdes2 yal 
2 years 22049 9.9 
Average 1,152,4 279,29 1.30 1.23 42 
19521 1, 302,2 32944 21 
2252 
2 yeers 
Average 


DR. BUNTING’S NOXOMETER—The history of sales and advertising for one of the 
larger Noxzema sales districts is shown on this chart from which the company de- 


|‘Quiz of Two Cities’ radio program 
jin neighboring cities throughout 


more was featured in a radio pro- 
gram titled ‘Mayor of the Town.’ 
“Currently, the only radio effort 


|program once a week on the 
Mutual network, where the sub- 
stantial emphasis is on Noxzema 
} brushless shave cream. From 1949 
to the present, the weight has more 
or less shifted to magazines, with 
| newspapers still an important fac- 
tor in featuring local consumer deal 
| promotions, and also for sunburn.” 
! 


s About 25 women’s magazines are 
used now to feature Noxzema’s 


| campaigns also are run in teen- 
|age publications, Negro papers and 
| professional papers. 


medicated cosmetic story. Special | 


| termines a logical ad budget for the next year, based on past performance. 


setting up budgets and plans. 
“While the control of the budgets 


“I feel strongly that every Coasts, and the Great Lakes re-|the country. Later, Lionel Barry- is on a normal basis,” Mr. Sulli- 


van explained, “Noxzema Chemi- 
cal Co. gives almost unlimited lat- 
itude on copy to the agency. The 


used for Noxzema when Noxzema was built from a/being used is the Gabriel Heatter company confines its corrections 


to legal limitation of claims. 

“A vast amount of consumer 
testing is still done on all copy for 
Noxzema. This is largely through 


SSC&B’s exclusive house-to-house | 


audio-testing method. Split-run 
tests and other forms of copy test- 
ing are also used.” 

Speaking about the so-called 
|““Noxometer,” which Dr. Bunting 
developed to give a quick summary 
of the current sales, advertising 
and profit picture, Mr. Sullivan 
|said: “Dr. Bunting realized that 
during some years there would be 
a tendency on the part of the trade 
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3. The logical sales expectancy 
for the next year, and the logical 
advertising allowance for each 
territory for the next year. 

“It shows the percentage in- 
jcrease of each territory,” Mr. Sul- 
livan said, “which establishes the 
trend for each territory. It shows 
advertising to sales ratio, and the 
number of dollars of net sales for 
each dollar of advertising invested. 
In short, it enables Dr. Bunting to 
keep his finger on the pulse of the 
business.” 

Actually, each year’s territorial 
projection is arrived at in a meet- 
ing attended by the officers of the 
company and the advertising agen- 
cy. All favorable and adverse fac- 
tors in each territory which might 
contribute to a change in the sales 
trend are weighed carefully. The 
final territorial advertising budget 
comes out of this group discussion. 


s “Everybody at Noxzema and at 
the agency,” Mr. Sullivan said, “is 
conscious that some territories are 
more responsive than others. Nox- 
zema has its own peculiar market 
pattern due, in part, to its sun- 
burn and chapped hands usage. 
This varies sharply in different 
sections of the country. 

“It is impossible to have the 
same advertising ratio for each 
territory, because of this variation 
of market pattern and consumer 
responsiveness. 

“The end result of any busi- 
ness,” Mr. Sullivan observed, “is 
profit—either immediate or future. 
|While a gradual lowering of ad- 
vertising to sales ratio has been 
made since all territories have 
been developed, everyone is aware 
that there is a potential danger in 
|too low an advertising-to-sales 
|ratio. Greater profits have accrued 
by substantial increases in volume 
each year, resulting from larger 
advertising investments, or more 
leffective advertising, usually from 
a combination of both.” 


Mitchell Gets Skwish 


H & M Distributors Inc., Elm- 
hurst, N. Y., sales agent for Skwish 
|purse atomizers, has named W. 
|Robert Mitchell Inc. to direct its 
|advertising. The account was last 
|with Lawrence Boles Hicks Inc., 
|which went out of business July 
|15. Mr. Mitchell was executive 


| About 234 newspapers are used|to overload, and in the following |v.p. of the Hicks agency (AA, July 


to fie in with local consumer deal 
promotions, and for sunburn, as 
the incidence of sunburn moves 
|northward with the hot weather. 

“Noxzema today, of course, is a 
big drug and cosmetic business,” 
Mr. Sullivan continued, “and it is 
much more highly departmen- 
talized than it used to be. Dr. 
|Bunting is now chairman of the 


board, and his son, Lloyd, is presi- | 


dent and chief executive officer of 


G. L. Bunting 


Dr. G. A. Bunting 


the company. Like his father, he 
has selected a policy of giving de- 
partment heads considerable lati- 
tude in the operation of their de- 
| partments.” 

| The advertiser-agency relation- 


ship, Mr. Sullivan said, “is now | 


more typical of the usual adver- 
tiser-agency relationship. We work 
with the chairman of the board, 
the president, the sales manager 
and the controller in setting up the 
budget.” 


Andrews Ayres, v.p. 
of SSC&B, is now the account ex- 
ecutive; she works closely with 
\the Noxzema officers and Mr. Sul- 
jlivan, still account supervisor, in 


s Mrs. Mary 


|year the trade might buy more 
jconservatively. So Dr. Bunting 
used a two-year moving average 
for several preceding years as a 
}guide and a basis for the sales 
|trend in each territory. 


® “Actually,” Mr. Sullivan added, 
“Dr. Bunting’s Noxometer is com- 
parable in some ways to our one- 
page Nielsen summary sheets 
|which are used on those accounts 
which use the Nielsen Index.” 

Dr. Bunting’s Noxometer is a 
scientific system of giving: 
| 1. A history of sales in each 
|territory for a period of years. 

2. The current sales, advertis- 
jing and profit picture of each terri- 
tory. 


}21). 


‘Time’ Promotes London 


Cecil H. London, Time adver- 
| tising salesman in San Francisco, 
|has been promoted to advertising 
manager of the magazine’s Atlanta 
office. He succeeds the late Joseph 
A. McDonough. Huntley Bennett 
of the New York staff will replace 
Mr. London in San Francisco. 


McKinsey Promotes Land 


Harry Rex Land Jr. has been 
promoted to associate manager in 
the Los Angeles office of McKin- 
sey & Co., management consultant. 
He joined the company in San 
Francisco in 1944 and has been in 
the Los Angeles office since Sep- 
tember, 1951. 


“QUICKER SALES PUNCH 
WITH LESS RED TAPE” 


of a strong newspaper”, 


always carried our 


being read when 


metropolitan area 


J. F. Wadhams *Sioux City A.B.C. 


“Successful selling results from hard work, a competitive market and the utilization 

says J. F. Wadhams, manager of the Russell Brokerage 

Company, food broker in Sioux City, lowa. 

The newspaper is very important", continues Mr. Wadhams, “because a newspaper 
offers quicker sales punch with less red tape. For example, 
The Sioux City Journal and Journal-Tribune newspapers have 


sales messages directly to the people in 


our retail trade area*. This means our sales messages are 


our food products are on the dealers’ 


shelves. Result: our food products sell!" 


Sioux City is located in the heart of the rich midwest, has a 


population of 103,917 and is one of the 


top livestock markets in the nation. 


Retail Trade Area (49 counties in lowa, 


Nebraska, South Dakota, Minnesota) Population—8!8,400 
} “Buy-Minded” People. 


| ; (Advertisement) 
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DRY, DRIER—Like soaps which wash whiter than white, or wetter than wet, New York is currently del- 
uged by dry beers which are drier than other dry beers. Rheingold, which began drying its beer earlier 


The Drys Have It... 


moke tt sleer...moke it 


a 
te eae GO tN 


New York Brewers Scrambling for 
First Place in Driest Beer Derby 


New York, Aug. 5—If West- 
inghouse really intends to bring 
out a dryer which plays “How 
Dry I Am” at the end of its cycle, 
this is hardly the market for it. 
Dry in New York belongs to beer. 

In this Sahara-on-the-subway, 
rival brewers have been battling 
and snarling over how dry their 
beers are. The air is soaked with 
beer commercials attesting to the 
bone-dry taste of the respective 
brews. 

Not only that, but varying de- 
grees of dryness have been de- 
veloped, or invented, so that Rup- 
pert’s Knickerbocker beer turns 
out not only to be dry, but “frosty 
dry,” whatever that is. 

Schaefer beer is dry, all right, 
but “not at the expense of char- 
acter,” making it the “full-fla- 
vored brew that is light and dry, 
too!” 


® From a purely technical view- 
point, Piel’s has reason to insist 
that it is “dry as a beer can be.” 
This is because it contains less 
NFS, or non-fermented sugar. 


“There 
Piel’s promises drily, “in four 
large glasses of Piel’s than you can 
put on the head of a pin.” 


This is all a little agonizing to | 


Rheingold, which first began to 
promise New Yorkers that “My 
beer is Rheingold—the dry beer!” 
Insisting that Rheingold is beer 
as beer should taste, Liebmann 
Breweries now says Rheingold 
isn’t just dry, “but extra dry.” 

Further, Rheingold has taken a 
dim view of other brewers poach- 
ing on its arid preserves, and has 
begun to run a weekly ad in news- 
papers talking darkly about imi- 
tators (AA, Aug. 4), and in the 
latest insertion shows a couple of 
slick beer barons in the very act 
of planning to copy Rheingold. 


# P. Ballantine & Sons, currently 
touting a beer with the “flavor 
that chill can’t kill,” doesn’t much 
more than give dryness a dust- 
off. Reporting that Ballantine 
brews for flavor, the copy says: 
“For lightness, yes! For dryness, 
of course. But first, last and al- 


ADVERTISING 
AGENCIES 


.in Chicago and out of town continue 
to realize that using DOT precision engraved 
color reproductions helps to reduce 


the customary headaches of 


agency-client relations. 


Engravers Ine. 


600 West Van Buren Street, Chicago 7 
Telephone: STate 2-5367 


Beautiful Color Work 


Outstanding Black & White 


orensrey 


is less sugar (N.F.S.),”| 


@. BALLANTINE BEER a ee 


we 


of ads. 


| 
ways, Ballantine brews for fla-| 
i. APP es 
| Ballantine’s Newark neighbor, 
|G. Krueger Brewing Co., speaks 
| proudly of “Krueger’s extra light 
|dry beer,” or the premium beer 
lat the regular price. Even Krueg- 
jer’s ale is billed as the “extra 
| light” ale. 

The big swing to the dry claim 
and the dry taste is traced by 
brewing industry observers to the 
|effort to sell women. “There is 
still a substantial nostalgic de- 
mand for old fashioned dark 
beers,” one brewery advertising 
| manager told AA, “and oldtimers 
|}and connoisseurs like dark ale 
and porter. But we aren't push- 
ing them.” 


s Schaefer, which has been pro- 
moting its pale dry and golden 
beers for about two years, this 
week went back to a single-beer 
setup. Newspaper ads on Monday 
spoke a new “full-flavored brew 
that is light and dry, too”—a drink 
calculated to appeal to both light 
and regular beer imbibers. The 
label on the bottle now reads 
“Schaefer” with no mention of 
type. And the copy still talks of 
dryness—“but not at the expense 
of character.” 

Rubsam & Horrmann Brewing 
Co. makes comparatively little 
pitch for drought in R&H copy but 
it does mention that the beer is 
“Never bitter, never sweet. Light 
and dry. Better than ever today.” 


| Westinghouse Promotes Two 

Julian Kilman has been promot- 
ed to district public relations man- 
ager in Washington for Westing- 
house Electric Corp. and William 
D. Perkins district public relations 
manager in Chicago. Mr. Kilman 
joined the company in 1951. Prior 
to that he was for six years a 
member of the public relations 
|staff of Corning Glass Works, 
Corning, N. Y. Mr. Perkins, who 
jalso joined Westinghouse in 1951, 
|previously had been in public re- 
lations with Universal-Rundle 
Corp., New Castle, Pa., a subsidiary 
of Sears, Roebuck & Co. 


GE Promotes Goodhart 

David T. Goodhart, with the 
company since 1947, has been pro- 
moted to assistant to the sales 
manager of television receivers by 
General Electric Co., Syracuse. 
Prior to the promotion he was dis- 
trict manager of the receiver de- 
partment in Minneapolis. 


Appoints Ruse & Urban 


Avis Rent-A-Car System has ap- 
pointed Ruse & Urban, Detroit, to 
handle its advertising and public- 
ity in the U. S. A campaign in 
consumer and trade publications | 
will begin in January. 


Richard Stark Joins DuMont 


more pecan rig f 


than most, resents other entries in the Dessicated Derby, ond has been commenting drily in a series 


Filmcraft Gets Twain Rights 
Filmcraft Productions, Holly- 

wood, has acquired the entire 

Mark Twain library for exclusive 


iradio and television use. The li- 


brary includes 36 major works, 
250 articles, 2,300 published letters 
and several thousand unpublished 
letters and materials. The material 
will be used by Filmcraft in a new 
high-budget television film series, 


“The Mark Twain Television The- | 


ater.” 


Market Research Book Out 


The research committee of the | 


Sales Executives Club of New 
York has prepared a 21-page book- 
let, “What Marketing Research 
Can Do for Business Executives.” 
The book is the result of two years | 
of research and is a revision of a} 
mimeographed advance report sent | 
to members last year. It can be 


had for 25¢ by writing the club at | 


the Hotel Roosevelt, New York 17. 


“*IMuminated and 
non-illuminated | 
types. 


Representatives in principal cities 


SAVANNAH 


SECOND LARGEST CITY IN GEORGIA 
NOW 119.638 POPULATION 


There Are ONLY Two Cities of 100,000 or More In Georgia 
All of the 151,481 People In Savannah's Single County 


METROPOLITAN AREA 


Do Their Buying In Savannah Business Establishments 


Richard B. Stark, formerly with 
the Katz Agency Inc., has joined | 
the sales department of the Du-| 
Mont Television Network, New| 
York, as an account executive. 


Savannah is one of the major markets of America 
and can be reached ONLY through the Savannah 
Morning News and Savannah Evening Press with a 
circulation of more than 73,000. 


When a newspaper published outside of Savannah 
makes the claim that it covers the entire state of 
Georgia, ask to see its Audit Report showing the 
circulation it has in the Savannah Trading Territory. 
The rich and rapidly expanding trade area, generally 
alluded to as the Coastal Empire, is one of the best 
consumer markets in the United States, based on 
population and earnings. 

Advertising schedules in the Savannah Morning News 
and Savannah Evening Press will yield a return 
which makes them a profitable media for increasing 
sales volume. 


It has been for many years the policy of the Savan- 
nah Morning News and Savannah Evening Press 
to allow a commission to recognized advertising agen- 
cies only, never to advertisers placing business direct. 


General Advertising Rate—25c a line flat. Milline 
Rate—$3.43. 


EFFECTIVE MERCHANDISING CO-OPERATION 


Sabannah Morning Netws 
SAVANNAH EVENING PRESS 


SAVANNAH, GEORGIA 
WARD-GRIFFITH COMPANY, INC. 
Special Representative 
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Carter Introduces New Short 


William Carter Co. has intro- 
duced a new type cotton knit boxer 
short for men. The garment re- 
portedly will not lose its shape in 
wear or laundering, will not shrink 
and will not require ironing. No 
special advertising is planned. 


Hardie Joins SSC&B 


Joseph P. Hardie, formerly v-p. 
in charge of sales at Bristol-Myers 
Co. and prior to that v.p. at Ped- 
lar & Ryan, has joined Sullivan, 
Stauffer, Colwell & Bayles, New 
York, as v.p. and account execu- 
tive. 


“"T’’ is for Teacher 


iim” \\> 
And Her Influence Reaches 
10,000,000 Homes 


Wher you tell your story to America’s 
public school teachers and school 


administrators, you reach, in turn, 
26,000,000 American youngsters whose 
attitudes and beliefs are guided 


through classroom teacher-pupil con- 
tact. And what they see and hear in 
school is carried to millions of homes. 


The impact of teacher opinion is 
nationwide. Tell them about yourself 
your company ... your products. 
~- ——_—_—— _—— —- 
You can reach them in the 44 State 
Teachers Magazines with total circu- 
lation of over 866,000. Only with State 
Teachers Magazines can you do an 
adequate job. 

You can get the complete story by 
writing for new free folder, “26 mil- 
lion kids . . . target for today!” Address 
Georgia C. Rawson, Executive Vice 
President, State Teachers Magazines, 
307 N. Michigan Ave., Chicago 1, 
Illinois. 


State 
TEACHERS 
Magazines 


| Simmons Study Shows Radio Sales Power Is 


New York, Aug. 7—The need 
for a reevaluation of radio in terms 
of sales instead of ratings is long 
overdue, say executives at Na- 
tional Broadcasting Co. To prove 
its point, NBC today unwrapped 
“the first attempt to measure ra- 
dio’s sales effectiveness in 12 
years,” and out came ESP—effec- 
tive selling power. 

The study, presented in a tho- 
roughly painless manner with the 


ords, showed that network radio 
today sells the advertiser’s goods 
| to listeners just as effectively as it 


help of some intriguing slides, and | 
Meredith Wilson and piano on rec- | 


| always has, despite the growth of | 
| vision ownership. 


| television, and it does so at the 
lowest cost of any major adver- 
tising medium. 

Planned along the lines of the 
NBC-Hofstra College study of tele- 
vision’s sales effectiveness made 
in 1950, this study was conducted 


Still as Good as Ever and Cheers Up NBC 


by W. R. Simmons & Associates 
last March in a television market, 
Davenport, Ia., and a radio-only 
market, Fort Wayne, Ind. The two 
areas studied have a 45% TV sat- 
uration, quite similar to what the 
general status of TV is expected to 
be nationally by Jan. 1. 


® Personal interviews were made 
in more than 11,000 households, 
and a total of 1,234,000 questions 
were asked. Samples in the study 
were carefully matched, taking in- 
to account as many as 12 factors, 
including radio program listeners 
and non-listeners, magazine and 
newspaper readership—and tele- 


On the average, radio got a daily 
listenership of two hours and four 
minutes, television one hour and 
23 minutes. Newspapers were read 
38 minutes daily and magazines 
16 minutes. 


2 rented Caden ancy 


eins acm cis a — 


PALAD CY be 


The MiG can now see in the dark 


This shark-jawed, Cyrano-nosed MiG-15 appeared 
on the cover of the January issue of Aviation Age. 
This exclusive photograph establishes as fact what 
has till now been only a guess ... and a fear. The 
same Russian jet that drove American bombers out 
of the Korean skies by day has been equipped with 
a radar nose. The MiG can now see in the dark. 

Photographs such as this, and the informative 
articles that go with them, have helped make 
Aviation Age the leading technical magazine in its 
field. Its articles and photographs are looked to by 
all the news services... by news magazines like 
Time, Newsweek and Quick...by leading news- 
papers from The New York Times to the Los Angeles 
Times, the Miami Herald to the Portland Oregonian 
...by major radio and TV network newscasters. 
Aviation Age is the most quoted magazine in its 
field ... with good reason. 

For Aviation Age speaks with authority. Its 
facts are double and triple checked. When its in- 
formation is probable, Aviation Age uses the word. 
This infinite capacity for taking pains inspires 
confidence. Readers know they can depend on 


Aviation Age for accuracy. They know they can 
depend on Aviation Age for news of the latest tech- 
nical developments in aviation. They know they can 
rely on it as the authoritative spokesman of the 
industry it serves. 

The readers of Aviation Age are men who know 
and value careful editing and accuracy of detail. 
They are the top men in their field—chief engineers, 
plant superintendents, purchasing agents, designers, 
flight supervisors, men high in the military air 
command. They form a concentration of buying 
power that the advertiser will be unwise to ignore. 


Aviation’s Technical Magazine 


A 


iation Age? 
a 


A CONOVER-MAST PUBLICATION 
205 East 42nd Street, 
New York 17, N. Y. 
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When the listener and non-lis- 
tener groups were equalized for 
all important characteristics, the 
study went on to measure pur- 
chase or non-purchase of various 
products advertised on network 
radio—in other words, the ESP 
of network radio. 

Of the programs studied, case 
histories show a gain in sales 
among listeners over non-listeners 
ranging from 11% (“Voice of Fire- 
stone”) to 111% (“Hollywood Star 
Theater,” sponsored by Tums). 


s Some of the other listener over 
non-listener gains reported are: 
Miles Laboratories, 20% for Alka- 
Seltzer, over “News of the World,” 
Pet milk, 30% over “Mary Lee 
Taylor,” and ‘Dr. Lyon’s tooth- 
paste, 64% over “Stella Dallas.” 

In some cases, program ESP 
among listeners was higher in TV 
homes than in non-TV homes. 

NBC is so pleased with the re- 
sults of the Simmons study that a 
big promotion campaign is in the 
works, including a single-shot pro- 
motion of radio through radio, Aug. 
19, over the “Elmo Roper Show” 
and the “American Forum of the 
ie” 

Next week, “Measuring Radio’s 
Sales Power,” a book-type presen- 
tation of the study, will be mailed 
to 3,200 advertising agencies. A sec- 
ond and more technical book, in- 
tended for research people, will be 
mailed in two weeks. A brochure, 
giving case histories and sales re- 
sults of six advertisers, will go out 
shortly to top executives of the 
100 largest companies, and a spe- 
cial merchandising kit will be made 
available to wholesalers, distribu- 
tors and dealers. 


Nicholson Heads Coca-Cola, 
Succeeding William Hobbs 


H. B. Nicholson, formerly v.p. 
in charge of marketing for Coca- 
Cola Co., New York, has been elec- 
ted president and 
a director of the 
company. He suc- 
ceeds William J. 
Hobbs, who will 
continue with the 
company in a le- 
gal and advisory 
capacity. 

Coincident with 
the election of 
Mr. Nicholson, 
Coca-Cola an- 
nounced that gal- 
lon sales for the 
first half of this year were the 
largest in its 66-year history. Prof- 
its before taxes amounted to $28,- 
976,059, compared with $27,156,- 
099 for the same period last year. 


H. B. Nicholson 


Ansul Promotes Larimer 

Ansul Chemical Co., Marinette, 
Wis., has appointed Paul R. Lari- 
mer general sales manager in 
charge of the company’s four sales 
divisions, a new post. Mr. Larimer 
formerly supervised the company’s 
government relations program and 
served as assistant sales manager 
of the fire extinguisher division. 


f you want more salesmen and 
dealers to read your manuals 

more employes to read 
your messages ... more cus- 
tomers to read your ads... 
look into low-cost comic-type 
booklets and strips. They give 
you proved highest readership of 
any printed medium. For tree 
samples, write: 


HALL ASSOCIATES 


17 East 42nd St., New York 17 
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Woolworth Will 
Distribute New 
‘Today's Family’ 


(Continued from Page 1) 
will also be carried, as will gen- 
eral interest articles. Today’s Fam- 
ily will be illustrated in four and 
two colors. 


® The first time the Woolworth 
five-and-dime chain tried exclu- 
sive distribution of magazines in 
its stores came around 1929 when 
it signed a contract with Tower 
Magazines Inc., a company which 
published Home, Illustrated Detec- 
tive, Illustrated Love, Radio and 
two other books—all of them 10¢ 
monthlies. 

Tower had been formed by Ca- 
therine McNelis, who had been 
rated among the ten most success- 
ful business women in the U. S. 
Miss McNelis had been in adver- 
tising previous to her formation of 
Tower and had been with the 
Woolworth advertising depart- 
ment. 

In 1933, Tower filed a voluntary 
bankruptcy petition, citing debts 
amounting to about $400,000. The 
principal creditors were printers. 


@ In 1938, Tower and several of its 
officials were indicted by a fed- 
eral grand jury on a charge of mail 
fraud and filing false r@ports with 
the Audit Bureau of Circulations. 
According to the government, 
Tower had defrauded advertisers 
of about $1,000,000 by guarantee- 
ing an average paid circulation of 
1,250,000 to 1,300,000 monthly when 
the actual circulation ranged be- 
tween 500,000 and 900,000. Tower 
and its principal officials were 
ultimately found guilty on seven 
charges in the indictment. 


NPA Order Cuts 
Priority on Paper 
for Government Use 


Wasuincton, Aug. 7—The Na- 
tional Production Authority today 
slashed the amount of printing 
paper reserved for government use. 

Under NPA Order M 36, issued 
early last year, mills had been re- 
quired to give government orders 
a priority on 10% of their output 
of most types of paper. In practice, 
however, the government seldom 
claimed its full allotment, and a 
portion of the paper became avail- 
able to commercial users. 

As revised today, the set-aside 
of machine coated paper, uncoated 
groundwood paper and coarse pa- 
per is reduced from 10% to 5% 
of mill output. The set-aside of 
rag writing paper is reduced from 
15% to 10%. 

A. O. Natwick, chief of NPA’s 
pulp, paper and paperboard divi- 
sion, pointed out that production 
of paper has exceeded combined 
civilian and government require- 
ments for the last few months. 


Marshall Field Promotes Two 


Marshall Field & Co., Chicago 
department store, has promoted | 
Harold V. Glen to sales promotion | 
manager and Charles W. Mercer | 
to merchandising manager of the 
store for men. F. J. Jacobson Jr., 
formerly advertising manager of 
the store for men, has joined L. S. 
Donaldson Co., Minneapolis de- 
partment store, as advertising 
manager. Budd Gore has resigned 
as advertising manager of Marshall 
Field to go into his own business. 


MBS Renews Gabriel Heatter 


Mutual Broadcasting System has 
extended Gabriel Heatter’s exclu- 
sive radio and television contract 
for another five years, effective 
Jan. 1, 1954. The news commenta- 
tor is currently heard at 8:55-9 
a.m, and 7:30-7:45 p.m. 


| 


New Vegetable Fat 
Desserts Compete 


with Ice Cream 


(Continued from Page 1) 
ice cream. Apparently the only | 
losers, then, are the dairy farmers | 
who have their butter outlets cut 
down. 


@ Here is the way dairies have 
introduced the vegetable fat prod- 
uct in Chicago: 

1. Borden Co. was the first en- 
try—last May 21—with its Char- 
lotte Freeze. This sells for 19¢ a 
pint and has an attractive Contain- | 
er Corp. of America package. It} 
is distributed in A&P stores 
throughout northern Illinois. 
Through Young & Rubicam, Bor- 
den has been running about five 
newspaper ads a month, plus seven 
20-second spots a week over 
WIND. The company reports re- 
sponse has been “very good.” 
Charlotte Freeze has been mar- 
keted by other Borden divisions in 
St. Louis and Texas. 

2. Bowman Dairy Co. was next 
in the field with Del-frost, which 
also sells for 19¢ a pint. Bowman's 
agency, J. Walter Thompson Co., 
has been placing 600-line ads in 
the Daily News, Herald-American 
and Tribune. 


s 3. The second national company 
to enter the Chicago market was 
National Dairy Products through 
its local subsidiary, Hydrox Corp. 
Hydrox has been waging an 


aggressive campaign for its Par- 
T-Freez, which has also been ‘in- 
| troduced in Texas and St. Louis. 
Dancer-F itzgerald-Sample, 


rT-Freez 


the 


Hydrox agency, has been running 
full-page color ads in the Tribune 
once a week and smaller insertions 
in the Sun-Times and Daily News. 
It has also been taking space in 
five suburban papers. Par-T-Freez 
is priced above its competitors, 
selling for 23¢ a pint. Ads sched- 
uled for next week will offer a 
second pint for 5¢. 

4. Hawthorne-Mellody, a_ big 
Chicago area dairy, is the most re- 
cent entry with its Dip, which sells 
for 19¢ a pint. 

5. Dean Milk Co. told AA that 
it will put out a similar product 


‘rot sponsor the annual Army-Navy football classic, 


f and Skyways, died here yesterday 


Last Minute News Flashes 


Gillette Not Interested in Army-Navy Game 

Boston, Aug. 8—The Gillette Safety Razor Co. is “quite sure” it will | 
scheduled for | 
Nov. 29, according to A. Craig Smith, v.p. in charge of advertising, 
“for budgetary reasons.” This means that the National Broadcasting Co. 
will have this to sell as well as the other televised games which the 
National Collegiate Athletic Assn. has given to it exclusively. Contrary | 
to published reports of the tentative schedule, it appears now that} 
there wi!l be no NCAA-TV game on Thanksgiving. NBC is still nego- | 
tiating for a sponsor, cost of which will be about $2,500,000 for the 
whole package. 


Lorillard To Continue Sponsoring Garden Events 

New York, Aug. 8—P. Lorillard Co. will again sponsor half of the 
Madison Square Garden events for fall and winter, beginning Oct. 22, 
when Station WPIX leaves the ball parks and moves indoors. The tele- 
vised Garden program will include 93 events. Lennen & Mitchell is the 
Lorillard agency. 


Churan Joins Ludgin; Other Late News 

e Charles A. Churan Jr. has joined the creative staff of Earle Ludgin 
& Co., Chicago. He has been an advertising counselor in London and 
before that was copy group head of J. Walter Thompson Co. in London. 


e Burt B. Roens, formerly with N. W. Ayer & Son, has been named 
office manager of Gray & Rogers, Philadelphia. 


e William S. Woolsey, assistant director of truck sales for Dodge Divi- 
sion of Chrysler Crop., Detroit, has been promoted to director of truck 
sales. He takes the place of L. F. VanNortwick, who has resigned to 
enter a Dodge dealership. 


e Adrian Murphy, president of CBS Radio, and J. L. Van Volkenburg, 
president of CBS Television, have been elected to the board of direc- 
tors of Columbia Broadcasting System. 


e Stefan A. Meyer has resigned as president of Parkinson Associates, 
New York. He has not announced his future plans and no replacement 
has been named. 


e CBS-Columbia Inc., TV set manufacturing subsidiary of the Colum- 
bia Broadcasting System, will spend about $1,000,000 to promote its 
1953 line with a full-scale advertising program. Better Homes & Gar- 
dens, House Beautiful, House & Garden, Life and Look are included 
on the schedule prepared by Ted Bates & Co., New York. 


e DuMont Television Network says it will have the largest network 
in the history of sports telecasting for the Los Angeles Rams—College 
All Stars game to be played in Soldier’s Field, Chicago, Aug. 15. Fifty- 
three stations in 52 cities will carry the game, starting at 9:30 p.m., 
EDT. Admiral Corp., through Russel M. Seeds Co., Chicago, is the 
sponsor. 


e@ George A. Koehler, director of advertising and promotion for WFIL 
and WFIL-TV, Philadelphia, has been appointed radio sales manager. 
He succeeds Norman R. Prouty, who has joined the radio sales 
staff of the Katz Agency, New York. Production supervisor Joe Zim- 
merman succeeds Mr. Koehler. 


J. FRED HENRY jas traffic manager in Dayton, O., 
New York, Aug. 8—J. Fred | Where the magazine is printed, to 

Henry, 53, founder and president take charge of its distribution. 

of Henry Publishing Co., pub- 

lisher of Silver Screen, Screenland COL. J. S. O'MEARA 

QuesBec, Aug. 8—Col. John Sill- 

at Memorial Hospital. man O'Meara, 77, former publisher 
Born in Chicago, Mr. Henry be- of the Quebec Chronicle-Tele- 

gan his business career with Sears, graph, died yesterday at his home. 

Roebuck & Co. In 1929 he entered | 

the publishing business with Dell CARL S. STARACE 

Publishing Co. As v.p. and adver- | Amityvitte, L. I, Aug. 8—Carl 

Using HARAger, he helped organize 's_ Starace, 69, advertising man- 

that company’s group of magazines, ager. of the Suffolk Consolidated 

including Modern Screen and press Co,, publisher of eight week- 

Modern Romances. on .-- |ly newspapers, died yesterday at 
In 1939, Mr. Henry joined Ziff- his home 

Davis Publishing Co. as advertising | My. Starace published the Town 

manager of that company’s maga-/|7qix, Coral Gables, Fla. before 

zines. Three years later he founded joining Consolidated Press 21 

Skyways, an aviation publication, | years ago. 

and started his own publishing 


business. Four years ago he pur- 
chased Silver Screen and Screen-| Williams & Associates Gets 


land from Liberty Publishing Co. Merchandise Mart Account 
He was a veteran of World War Frederick C. Williams & Asso- 

I, and a member of the Advertis- | ciates, recently formed agency at 

ing Club of New York and the 22 W. Monroe St., Chicago, has 


in the near future. 

The vegetable fat product also 
has been marketed widely in Ohio 
through roadside Dairy Queen 
bars. These Dairy Queen stands 
sell the product as custards, milk 
shakes and sundaes. In fact, the 
product is sold under almost every 
name you can think of except ice 
cream. 


Hooper Appoints Doan a V. P. 


Richard K. Doan, program direc- 
tor of WCBS-TV, New York, has 
been named v.p. in charge of TV 
station service for C. E. Hooper 
Inc., Norwalk, Conn., and New 
York, effective Aug. 18. At one 
time Mr. Doan was an associate 
editor of ADVERTISING Ace. Nadine 
E. Miller, personnel director, and 
W. Bruce McEwen, sales represent- 


Wings Club. |been named to 


bey eg cna 
ing for the Mer- 
CARLISLE KYLE JR. chandise Mart, 

Tampa, Fta., Aug. 5—J. Carlisle Chicago. _Previ- 
Kyle Jr., 36, publisher of The ously, H.M. Gross 
Citrus Magazine, was found dead poe eng manor ne 
: ‘ . led the account. 
in his home here Sunday. His The agency also 
death was listed a suicide. has been named 

Mr. Kyle had been advertising to handle adver- 
manager of the Florida Citrus Ex- |tising for Carson 
change and was formerly on the) Pirie Scott & Co., 


editorial staff of the Tampa Trib-|Chicago_ (previ- 
ously a direct ad- 


F. C. Williams 


eer: vertiser); Everitt Hat Co., Milwau- 
kee (formerly handled by Hoskins 
ABE S. BEERY & Rolloff, Chicago); Time Saver 


New York, Aug. 8—Abe §S. Tools Inc., and Sylvestri Art Mfg. 
Beery, 47, general traffic manager C0. Before opening his agency, Mr. 
of Newsweek, died yesterday after Williams had been sales promotion 


rite ge é , and publicity director for Carson 
vd Aegon wag my pore Pirie Scott, ad manager of Wal- 
e€ was associated wit allway green Drug Co. and Leath Furni- 


Express Agency for nearly 25 ture Co., and v.p. and sales man- 
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Winter, Robeson 
Retract Charges; 
FC&B Closes Case 


New York, Aug. 8—The imbrog- 
lio involving Foote, Cone & Beld- 
ing and Consolidated Production 
Service Inc., its wholly owned sub- 
sidiary, on the one side, and ex- 
Consolidated President Howard 
Winter and accountant Richard 


|Robeson on the other (AA, Aug. 4), 
‘has faded into never-never land: 


The agency wrote finis to its in- 
tended libel and slander suit 
against Winter and Robeson after 
(1) reaching an agreement with 
Mr. Robeson whereby he has writ- 
ten letters to three companies re- 
tracting an earlier letter in which 
he implied the companies were be- 
ing over-charged by FC&B for 
production work; (2) obtaining an 
affidavit from Mr. Winter in which 
he says that earlier statements 
made concerning FC&B production 
charges to Chicago clients were 
“erroneous”; and (3) obtaining a 
permanent injunction enjoining 
Mr. Winter, “with his consent,” 
from interfering in any way with 
the business of FC&B and Consoli- 
dated. 


® In turn, Mr. Winter has obtained 
a settlement from FC&B, in ac- 
cordance with his contract while 
at Consolidated, for about $9,000-— 
a far cry from the $100,000 ori 
nally claimed. He has agreed 
drop several pending suits to co 
lect certain moneys which he sa 
were due him. 

In the settlement reached wi 
Mr. Robeson, he agrees that t 
assertions in a letter he sent Ju 
21 to Armour & Co., General M 
tors Corp. and the Gillette Co. we 
in error. Mr. Robeson has writt 
a second letter to the presidents 
these companies, the text of whic 
reads: 


s “Under date of July 21, 1952, 
wrote to you stating that I was 
stockholder of your company an 
that on the basis of investigatio 
made by me I was of the opinio 
that you were paying in excess 
the market price for the mechani 
cal production of your advertisin, 
material. 

“My letter was incorrect in stat 
ing that an extensive investigatio 
had been completed and that ex 
perts had been consulted. The let4 
ter was likewise in error in stating 
that there had been any complaints 
or lawsuits in the past. 

“Since writing to you, I know 
that the information contained in 
my letter to you of July 21 is er- 
roneous and that you are not be- 
ing overcharged. 

“I accordingly ask that you 
please disregard my letter of July 
21 and I am sorry for any incon- 
venience that may have been 
caused you.” 


@ The affidavit signed by Mr. 
Winter, says, in part: 

“I have heretofore made certain 
statements and accusations con- 
cerning the charges made by Foote, 
Cone & Belding to its clients in the 
Chicago area for mechanical pro- 
duction. Since making those 
charges and accusations I have had 
an opportunity to re-check the 
facts and figures and I now find 
that I failed to consider certain 
factors. I know now that my state- 
ments were erroneous and that the 
charges made by Foote, Cone & 
Belding in Chicago are not exces- 
sive but fair and proper. . .” 

The injunction obtained against 
Mr. Winter permanently enjoins 
him from entering Consolidated’s 
premises, threatening or inflicting 
bodily harm on its employes, etc., 
but he is not prohibited from “le- 
gitimately soliciting the business of 
the customers of the plaintiffs.” 

Mr. Winter is at present an ex- 
ecutive with Morrell & McDermott, 


| ative, also have been elected v.p.s. years. He joined Newsweek in 1943 ager of Lucien Lelong perfumes. | typographer. 
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Harmon, Boberg Promoted 
by Webb Publishing Co. 


Reuel D. Harmon, who has been 
as most advertisers are 


a v.p. and treasurer of Webb Pub- Radio, 
~ lishing Co., St. Paul, has been elec-| aware, has a wonderful story to 
ted president succeeding Horace tell, based on increased distribu- 
C. Klein, who has been named tion of sets, thorough coverage of 
"w. 2. boon. advertising man- | '*S markets and ability to get re- 
ager of The Farmer, has been elec-|SPonse for advertisers’ messages. 
ted v.p. and treasurer and a direc-| The work being done by Broad- 
Ny tor of the publishing company.|cast Advertising Bureau and the 
Horace D. Klein continues as v.p.| National Assn. of Radio Station 
and treasurer Representatives is putting in or- 
ree | ganized form the convincing story 
Sos Gooding Joins Allied | which radio as a mass medium has 
—s Robert A. Gooding, formerly | to offer to advertisers, particularly 


with Spiro Binding Corp., has been | on a spot basis. 
appointed sales manager of Allied The fly in the ointment—and it 
Loose Leaf Corp., New York. He js a big, disagreeable sort of fly— 
succeeds John F. Murawski, Allied | j< that agencies and advertisers are 
a who formerly held both | peing given the impression that 
= ot |rate cards of radio stations, par- 
: : ticularly in TV markets, don’t 
Ruzicka Joins Smith . |mean exactly what they say. As 
Thomas S. Ruzicka, formerly in- one important regional beer ad- 
or ea ering \desien, | Vertiserplaintively remarked 10 a 
been appointed art director of John station manager the other day, “I 
P. Smith Co., Rochester printer. | can’t afford to use radio—I never 


@ The time buyer of a New York 


Radio Rate-Cutting Doesn't Make Sense 


be multiplied, and which indicate 
that the plans of an important 
clear-channel station to eliminate 
the differential between day and 
night hours on its rate card, as 
some others have already done, 
may make a lot of sense. This sta- 
tion, too, is in a TV market, where 
most of the rate-cutting by radio 
stations appears to be going on. 

A radio representative with an 
impressive list of metropolitan sta- 
tions said recently that he would 
rather sell time at a reduced rate, 
shown on the card, than to have 
to make special deals. Many of his 
station managements have agreed 
with him. 


& One type of rate-cutting which 
is particularly discouraging to ad- 
vertising agencies is the tendency 
of stations to offer service to local 
distributors or dealers of national 


advertisers at the retail rate. Some} 


important spot campaigns placed 
at the general rate through agen- 
cies have been decimated by this 
practice, and as a result the en- 


ing hamstrung by its own sales 
methods. Rate-cutting may be ex- 
pedient for the moment, but it can 
never succeed as a long-term poli- 
cy, because it destroys the basis 
of advertising value—confidence 
in the established rates offered by 
the station. Continued conces- 
sions, open and under-cover, mere- 
ly lead the buyer to expect more 
the next time, and to distrust all 
legitimate offers of time, based on 
published rates. 


@ An old newspaper executive, 
now in the broadcasting field, was 
bemoaning the trend as an indica- 
tion of lack of experience on the 


|part of radio executives, many of 


whom had never known difficult 
selling until they were hit by the 
wave of TV popularity. He recalled 
that newspapers, even when the 
advent of radio threatened to take 
a large volume of business out of 


printed media, never budged from | 


a | know when I've got the best buy!” 
nnn 


agency recently called the repre- 


the standpoint of rates, but worked | NEW CAN—G. Heileman Brewing Co., Lo 
harder to strengthen the medium Crosse, Wis., duplicated the neck and body 
and sell its basic values. That poli- | labels used on its bottled beer when it de- 


sentatives of a number of stations 
in a big midwestern market and 
said, “We have $750 a week to 
spend in your market for a certain 


THERE’S ONLY ONE 
THING WRONG 
WITH THIS 
ADVERTISING! 


representatives who referred him 
to their rate cards were told that 
some very attractive offers had 
been made by competitive stations. 

A radio station in an important 
TV market recently sold a news 
program on a _ six-nights-a-week 
basis for less than the time charg- 
es, based on the rate for daytime 
segments. The cost of the news 
service, announcers and other pro- 
duction items was absorbed by the 
station. 

These are examples which could 


I don't think it gives enough 
support to ourregional sales 
outlets. 


client. What can you give us?” The! 


thusiasm of many agencies for spot 
radio has been reduced or de- 
stroyed. 

The problem of the station not 
affected thus far by TV competi- 
tion is completely different, but no 
less difficult, since the trend to- 
ward reducing radio network rates 
may force realignments in all sta- 


tion rates, including those in mar- | 


kets where radio listening has not 
been affected by the popularity of 
TV programs, especially those of- 
fered in the choice evening hours. 
Rate adjustments now in non-TV 
radio markets may very well save 
headaches later on. 
Fundamentally, however, radio, 
with all that it has to offer, is be- 


cy proved successful in the long signed this new can. For added display, 
the label appears on both sides of the can. 


run. 
Gorden Best Co., Chicago, is the agency. 


Rate adjustments, particularly in 
TV markets, appear to be ahead 
for radio broadcasters. It would 
be good business and wise policy 
to make these adjustments prompt- 
ly, to clear the air as far as the 
question of rates is concerned, and 
to restore complete confidence on 
the part of time buyers in the 
validity of rate cards. 

Cutting rates and making other 
concessions to get business may be 
a temporary shot in the arm, but it 
is a dangerous expedient which 
will make it doubly difficult to 
get the business back on a sound 
basis. 


Servel Will Pay $1 a Day to Consumers 


Vitamin Corp. Introduces 
Rybutol to Canadian Market 
“Titamin Corp. of America, New- 


Westinghouse, Citrus Group 
Sign for DuMont Programs 

Two clients have contracted for 
new half-hour programs over the 
|DuMont Television Network. Start- 
jing Aug. 14, Westinghouse Electric 
Corp. will sponsor “Pick the Win- 
ner,” a 13-week series of pre-elec- 
tion programs. The show will be 
seen from 9 to 9:30 p.m. Ketchum, 
MacLeod & Grove, Pittsburgh, is 
the agency. 

“Happy’s Party,” sponsored by 
the Florida Citrus Commission (J. 
Walter Thompson Co.) from 11 to 
11:30 a.m., bows Sept. 6 for a 17- 
week run. 


, 


Launching Glove Campaign 


Merrill-Clark-Meinig Ine. is 
breaking “the heaviest advertising 


Who Try Out Its New-Type Refrigerator 


New York, Aug. 7—A special,in its current national advertising 
three-month dealer promotion to|and with a quantity of dealer 


|and promotion campaign” in its 
history next month for its new 
| Shalimar glove styles. Ads, ranging 


«x, is introducing its vitamin-B 
complex tablet, Rybutol, to the 
Canadian market via newspapers 


sell the merits of its 1952 line of 
gas and electric absorption refrig- 
erators by paying people to try 
them in their homes was launched 
this week by Servel Inc. 
Backed by dealer-sponsored 
newspaper ads, householders will 
be offered $1 a day for trying out 
a 1952 Servel household refrigera- 
tor for ten days. If at the end of 
that time the householder decides 
not to keep the refrigerator, it will 
fl} be removed without charge, and 
the householder will be given the 
#10. If the refrigerator is bought, 
the householder also gets $10. 


That's why our agency has 
suggested that we use 


The Wall Street 
Journal. 


With 4 regional editions— 
printed in New York, Chi- 
cago, Dallas and San Fran- 
cisco—all we have to do is 
change the signature to 
include the names and 
addresses of our regional 
representatives. That gives 
us all the power of national 
advertising plus local pene- 
tration! 


8 This sales effort is Servel’s an- 
swer to the so-called buyers’ 
strike, W. Paul Jones, Servel pres- 
ident, said. The campaign, he said, 
is part of the “proof of superiori- 
ty” drive which the company 
started three months ago when 
down-payment restrictions were 
lifted with the end of Regulation 
Ww 


“We feel this sort of product 
presentation is the answer to the! 
present state of doldrums in which 
the industry finds itself today,” Mr. 
Jones declared. “Price cutting has 
failed to move products and I am 
convinced that only by selling peo- 
ple on the merits of the new prod- 
ucts will the industry remove the 
millions of obsolete refrigerators 
now in use.” 


@ Mr. Jones has contended for 
some time that the industry must 
change its approach to avoid a loss 
of market due to saturation. With 
about 90% of the homes in this 
country now using automatic re- 
frigeration, he believes that the in- 
dustry must get over the story of 
new improvements of recent years. 

Servel is backing up dealer pro- 
motion with special ads in busi- 
jness papers, some additional copy 


helps. Hicks & Greist handles the 
Servel account. 


FTC Charges Steel Cooking 
Ware Firms with False Claims 


The Federal Trade Commission 
has charged a maker and a dis- 


jtributor of stainless steel cooking | 


|ware with falsely representing that 
|food prepared or kept in aluminum 
utensils will cause cancer or is 
otherwise dangerous to health. The 
|eompanies are Pressed Steel Car 
iCo., Chicago, the manufacturer, 
and Permanent Stainless Steel Inc., 
Dallas, a distributor. 

The complaint says aluminum 
cooking vessels, in use for years, 
have been found “highly satisfac- 
tory” with no health hazard result- 
ing from use. Salesmen of the steel 
products also “represent, contrary 
to the facts,” that ordinary cooking 
methods with competing utensils 
will result in loss of vitamins and 
minerals which they claim the 
steel pots and pans preserve, the 
complaint asserts. 


N. Y. Industrial Directory Out 

The 1952-53 “Greater New York 
Industrial Directory” will be out 
late this summer. Published by 
Greater New York Industrial Di- 
rectory Inc., 401 Broadway, New 
York 13, the 700-page book is di- 
vided into two sections. The first 
section is an alphabetieal listing of 


industrial firms, with pertinent in-_ 


formation. The second section is a 
classified buyers’ guide listing 
products originating in the New 
York area and their producers. The 
book retails at $40 per copy and 
will be available only to those who 
order in advance of printing. 


Slick Airways Boosts Strong 
Robert Strong has been pro- 
moted to public relations and ad- 
vertising manager for Slick Air- 
ways, with headquarters in Bur- 
bank, Cal. With the company for 
the past six years, he was most re- 
cently sales manager for its Dallas 
office. 


and radio. A series of ads head- 
lined “Rybutol Comes to Canada” 
is running in newspapers in Ed- 
monton, Toronto, Ottawa, Winni- 
peg, Calgary, Regina, Saskatoon 


and Hamilton. In addition, coop- | 


erative ads with chains, including 
Rexall and Liggett, will be used 
during the introductory campaign. 

Radio spots also will be used, 
and plans are being made for 
CFRB, Toronto, to carry Gabriel 
Heatter, news commentator, who 
is presently sponsored over Mutual 
in the U. S. The campaign, initia- 
ted and developed by Duane Jones 
Co., New York, will be supervised 
in Canada by Ronalds Advertis- 
ing, Toronto. Harco Laboratories 
Ltd., Toronto, a subsidiary of VCA, 
will distribute Rybutol. 


Promotes Dorothy Hansen 
Dorothy Shaar Hansen, adver- 
tising manager for Broadway De- 
partment Store, Los Angeles, has 
been promoted to director of pub- 
licity and advertising. Betty Ham- 
mer, her assistant, succeeds her. 


in size up to a page, will run in 
{September issues of Harper’s Ba- 
|zaar, Life, Seventeen and Vogue. 
|The advertising will be supple- 
|mented by direct mail, point of 


sale and newspaper mats. Sterling 
| Advertising, New York, is the 
| agency. 

| Puts Out Pocket Edition 


Quick Frozen Foods, New York, 
jis publishing a pocket edition to 
|supplement its monthly “master 
edition.” The supplementary pub- 


iication, issued the 25th of each 
month, will not duplicate the 
“master edition’s” contents, but 


will carry spot news, a report on 
retail frozen food prices in 26 mar- 
kets, reports on advertising used 
by national food packers, etc. 


NNPA Central Region Meet Set 


The Central Region meeting of 
the National Newspaper Promotion 
Assn. will be held in Columbus, O., 
at the Deshler-Wallick Hotel, Nov. 
16-18 
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This Week in Washington... 


All Over But The Shouting for OPS 


By Stanley Cohen 
Washingten Editor 

WasHincton, Aug. 7—Price 
Chief Ellis Arnall has taken un-)| 
usual pains to make it clear that | 
he had nothing to do with any! 
deal to settle the recent steel strike. | 

Early last spring Mr. Arnall | 
read over the OPS regulations and | 
decided that steel companies could 
qualify for increases of about $3 
a ton. Throughout the strike he! 
reiterated that that was all the 
increase the steel industry would 
get from him. 

Last week, however, John Steel- 
man, acting defense mobilization 
chief, passed down instructions 
that Mr. Arnall was to increase 
steel prices by $5.65 a ton. Mr. 
Arnall’s subsequent order made 
his position clear. 

“This order is issued,” Mr. Ar- 
nall’s order said, “in compliance 
with the directive of the acting di- 
rector of defense mobilization. Said 
directive deprives the Office of 
Price Stabilization and the director 
thereof of any independent dis- 
cretion or authority in connection 
with steel prices and removes from 
OPS and the director thereof any 
policy control, jurisdiction, or de- 
termination over said subject mat- 
ter.” 

OPS seems to be on the verge 
of disintegration. As a result of 
budget cuts, nearly half of its 
12,000 employes are being dis- 
missed, and hundreds of others, 
seeing the handwriting on the wall, | 
are hunting anxiously for new| 
jobs. Even without budget cuts, | 
the breakup was inevitable be- | 
fore very long. Congress deprived | 


passed since the deal was slated 
for hearing. ABC is complaining 


that the uncertainty prevents it) 


from lining up fall shows. 

FCC certainly doesn’t want to 
smother ABC, but the commission 
is apparently powerless to cut the 
red tape which prevents the case 
from coming to + conclusion. 

FCC washed out most of the 
anti-trust evidence which compli- 
cated the case, but there must still 
be additional hearings. Then at 
least 20 days will pass while the 
FCC staff and the interested 
parties file recommended findings 
with hearing examiner Leo Res- 
nick. 

Later, Mr. Resnick issues his 
verdict, which is then subject to 
comment by the FCC staff and the 
interested parties. Finally, the sev- 
en FCC commissioners sit down 
with the 13,000-page record, Mr. 
Resnick’s verdict, and comments 
of the interested parties and reach 
the final decision. 

. o e 

Mail users ought to be working 
on a plan to help the Post Office 
Department deal with fraudulent 
and obscene matter. 

Drastic legislation in this field 
slipped through the House last 
year, and was about to go through 
the Senate when the final gavel 
fell. 

The government’s plan was mag- 
nificently simple. As provided in 
H. R. 5850, the Postmaster Gen- 
eral could seize anything he con- 
sidered fraudulent or obscene. The 
mailer was guilty until he proved 
himself innocent. 

Mail users will certainly want 


OPS of power to do very much | to support, legislation to keep this 
about food prices, but left it ample| kind of material out of the post 
authority over consumer durables | office. But shouldn’t they be plug- 
—where prices have long dragged | ging for something more in keep- 
far below ceilings. ing with the traditional American 

* * e concept of innocence until proven 

The Federal Communications | guilty? 

Commission is over the barrel on| Shouldn’t they be developing a 
the United Paramount Theatre-| plan which puts the burden of 
ABC merger. A whole year has | proof on the Postmaster General? 
Perhaps by requiring him to go to 
a nearby federal court for permis- 


i t i ted il? 
SPECIAL DIVIDEND DECLARED* *'°" ‘© S€ize suspected ma 


| = a . 
pf) pony be Be A. the RICH-) = =With the improvement in ma- 
_— eats Y°v terials supply, National Produc- 
— hove an Samed Rendising tion Authority is permitting all but 
*Why not find out? Contact Win Smith @ handful of large companies to 
Advt. Mgr. obtain copper, aluminum and steel 


Riding, driving, walking—wherever... 1 
however people go—they see, read, remember 
Taxiposter advertising! These colorful, 
weatherproof 23” x 38” card displays ride 
at eye-level ... attracting attention, arousing 
interest, inciting action! Taxiposters give 
you low-cost, complete coverage—5 to 7 
miles for a mere penny a poster! 
Get rates, availabilities now! 


COAST 
TO 
COAST 
in 


The Outdoor Aduertising Easiest ta & 117 Cities 


WHALEY 
TAXIPOSTERS 


WILLIAM E. WHALEY COMPANY 
136 So. Fourth Ave. ¢ Louisville 2, Kentucky 


| without going through the red tape , 
of applying to the government for 
| permission to buy the material. 

| The taxpayers benefit. In the 
| past few days, NPA has been able 
to close down 51 of its field of- 


| fices, and release about a third of 
its 1,250-man field staff. NPA has 
also dropped about 800 employes 
here. 

« . 

That $1,000,000 budget which 
Congress voted for Army and 
Air Force recruiting ads is 
hardly lavish, considering the 
job to be done. But Brg. Gen. C. 
O. Niergarth, chief of military per- 
sonnel procurement, feels the 
stakes are so high the advertis-| 
ing industry owes it to itself to! 
see that the government gets the 
best values that are to be had. | 

He says congressional hostility 
to recruiting ads “is amazing.” It 
is not up to the Defense Depart- 
ment alone to “straighten Congress 
out,” he says. 

He concedes that recruiters have 
little proof of the number of en- 
listments resulting from ads. “But 
neither do life insurance com- 
panies. They run fine ads. But very 
few prospects ever walk in and 
ask to buy a $10,000 policy.” 

Recruiting ads, he says, pave 
the way for the man in the field 
“who rings the doorbells.” 

KSjJO Names Young Inc. 

KSJO, San Jose, Cal., has named 
Adam J. Young Jr. Inc. to repre- 
sent it nationally. 


At home, on Monday nights, he 
gives AA a thorough going over 


Whether you are a willing-to-learn young man, or a 
willing-to-learn veteran, you'll find it profitable to be- 
come an AA addict. So says Walter Swertiager, a vet- 
eran who surely knows whereof he speaks. Says Mr. 
Swertfager: 

"Mondays, A.M. and P.M., I'm an Advertising 
Age addict. Have been for years. 

"In the office on crowded Monday mornings, 
it is a 'first' with me for quick, fresh, 
factual spot news and developments. 

"But at home, Monday nights, my personal 
copy really gets a thorough going over... 
page by page...including the advertise- 
ments. Never has Advertising Age failed 

to reward me generously, in ideas, stimula- 

tion and knowledge, for the Monday nights 

I devote to it. 


to advertising. 


Walter M. Swertfager 


Vice-President 
Member of Board of Directors 
Member of Plans Board 


Lennen & Mitchell, Inc. 
New York, N. Y. 


"In addition, I also pass along A.A. to one of my twin sons who 
has set his heart on knowing and serving the advertising 
industry (when he's through serving his college and his country 
not too long hence) as an important factor in his pre-education 


"I don't know of a better way of keeping a willing-to-learn 

young man (or willing-to-keep-learning veteran) informed". 

A busy agency office is no place to attempt to give Advertising Age a “thorough 
going over.” Why don’t you do what Mr. Swertiager does, and have a personal 


ail the 


subscription sent to your home? A whole year of AA will cost you only ne plus, 
Compensations,” 


FREE, a copy of “Advertising Agency Functions and 


coupon below—N-O-W. 


. 
7 


Ad 


Riles 


My Name. 


vertising Age 
Dept. A-11, 200 E. Illinois St., Chicago 11, Ill. 
Please enter my 1-year subscription to Advertising Age and 
mail it to my home address. I am to receive FREE a copy 
of “Advertising Agency Functions and Compensations”. 


Zone_______ State. 


0 My check for $3 is enclosed. 


© Bill me later. 
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again in 1952 


RCAVICTOR and the 


Chicago Herald-American 


In July 1950, a special and exclusive RCA Victor section 


was published in the Herald-American. 


Again Sunday, July 13, 1952, the Herald-American pub- 
lished a 12-page section featuring RCA Victor“Magic Monitor” 


television sets, radios, and record players. 


The RCA Victor Distributing Corp. of Illinois, with many 
years of highly successful sales experience in the Chicago 
market, is a consistent advertiser in the Herald-American. 
The RCA Victor Distributing Corp. knows Chicago and its 
marketing conditions. RCA Victor’s sales record is proof of 


this statement. 


The Chicago Herald-American is proud that RCA Victor 
would, for the second time, select this newspaper exclusively 


to spearhead a promotion of such magnitude. 


IF WHAT YOU SELL BELONGS IN THE HOME 
YOUR ADVERTISING BELONGS IN THE 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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